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With the Justowriter, automatic tape-operated composing 
machine, all printing on offset duplicators in your office 
can be professional looking, with justified margins, accurate, 
easy to read ... at a substantial saving in cost over type- BOOKLETS 

writer or hot metal composition. Any printing or duplicat- MANUALS 

ing job, large or small . . . can be set on direct image CATALOGS 

plates or reproduction proof paper from the Justowriter’s NEWSPAPERS 
punched paper tape. DIRECTORIES 

One keyboarding on the Justowriter Recorder produces a HEE COGS 
visible copy and a punched tape. This tape operates the LITERATURE 

Justowriter Reproducer to set sharp, justified proofs auto- BULLETINS 
matically at 100 words per minute. Author’s alterations or PRICE LISTS 
corrections are easily made by making a tape from a tape DIRECT MAIL 

.. . automatically. Fourteen different type styles are avail- 

able in sizes from 8 to 14 point. 


Use Justowriter composition for 


WRITE TODAY on your business letterhead for additional 
information on the justifying type-composing Justowriter -- 
a basic Tape-Talk machine in the ‘‘new world for busi- 
ness’’ .created by Friden. 


FRIDEN, INC., San Leandro, California 
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STEVE ALLEN SHOW, NBC Tv 


How to get a raise... 


(without an argument) 


It’s like taking candy from a baby! Hit the boss 
with these facts. Paper costs represent about 25% 
of the average printing job—and Consolidated 
Knamel Printing Papers can save him as much 
as 20% without cutting quality. 

These savings are possible because Consolidated 
specializes in the manufacture of enamel printing 
papers. By using its own modern methods, 
Consolidated eliminates several costly manufac- 


turing steps while maintaining finest quality. 
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THE FINAL BLOW! Get free trial sheets from your 
Consolidated Paper Merchant. Have your printer 
make a test run to compare performance, quality, 
costs. Then let the boss be the judge. 


Available only through your Consolidated Paper Merchant 


enamel 


printing 
papers 


« 
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\ 
A COMPLETE LINE FOR OFFSET AND LETTERPRESS PRINTING 


Consolidated Water Power & Paper Co. - National Sales Offices : 135 S. LaSalle St., Chicago 3, Il 
World’s largest specialist in enamel printing papers 





Just Celcin Us 


Turn the Spotlight on Your Dealer 


One of the best ways to insure getting maximum returns from advertising 
and sales promotion expenditures is to make sure that local dealers are well 
and unmistakably identified with the products promoted by the manufacturer. 


National advertisers have been well aware of the size of the problem, and 
have been giving intensive study to its solution. One of the devices they have 
developed is Operator 25, a Western Union service which provides information on 
local sources of supply to interested inquirers. And of course the classified 
telephone directories offer the opportunity to list dealers under the brand 
name of the product. 


But in addition, manufacturers have the responsibility of seeing that 
dealers are closely tied to branded products through the use of signs and 
identification materials which constantly tell the people of a community where 
the advertised product may be obtained. The close association of the brand 
with the retail outlet is necessary to cash in on favorable impressions created 
by advertising and sales promotion. Keeping dealer identification on a perma- 
nent and continuous basis is sales insurance of a high order. 


The cost of programs of this kind, in terms of signs and other standard 
devices, is extremely, small in comparison with the volume of business which may 
be lost through failure to give consumers the information they need about where 
to buy your advertised brand. 


This year the job of keeping recovery rolling in high gear means Squeezing 
every possible value from advertising and sales promotion effort. A strong 
dealer identification program is the proven and effective means of turning cus- 
tomer traffic in the direction of your selected retail outlets. It's too im- 
portant to neglect or overlook. 


NOTE: Our New York office is 
now at 630 Third Avenue. The t 
telephone number will remain ti — 


the same — YUkon 6-5050. 
G. D. Crain Jr. 
Publisher 


February, 1959 ADVERTISING REQUIREMENTS 
ADVERTISING REQUIREMENTS publi Pul r I ; 


February 1959 + aD + 3 





MARSHALL’S 
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Solves Graphic Art Problems 
Saves time, money 
& Embarrassment 


Morsholl’s PHOTO OIL PENCILS 
are the easy fast answer for cis wok 
small areas and details. The ~ 
beautifu 
or in a 
with Photo-Ci! 
Colors in tubes. 
Set of 18 assorted © 


ple instructions. 
$4.75. 


Marshall's PHOTO- 
OIL COLORS are the 
only photo coloring sys- 
tem with 48 transparent 
authentic colors to hand- 
color photos. Used by 
professionals and in- 
Seis since 1919. 
Sti’ rom $1.65 to 


Marshall's also has a new SPRAY 
GLASS SPRAY which is a crystal 
clear glossy fixative that gives the pro- 
tection of glass without its disadvan- 
tages. Marshall’s new PRO-TEK-TO 
SPRAY is a lifetime non-glossy trans- 
parent fixative. Eliminates unwanted 
glare for photographing. 


MARSHALL'S complete coloring system is used by 
graphic art people the world over to save time 
and money—why not you? All Marshall products 
are available from any Art Supplier or Dealer or 
write to: 


JOHN G. MARSHALL MFG. CO. 


Graphic Art Div., 167 N. 9th St., Brooklyn 11, N. Y. 
Please send me FREE Coloring Brochure 


C] 1 6-oz. can of Pre-Color Spray at $1.50 
[) 1 box of Photo-Oil Color Pencils at $4.98 
(). 1 Advanced Set of Photo-Oil Colors $7.65 
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Barnyard at the Waldorf 
The inside story of an impressive press event that helped 
Pfizer dramatize its contribution to agriculture. 
Russet K. CrENSHAW 


How to Get Facts from Figures 


A statistical operation has public relations possibilities, if 
developed properly. 


® The ABC of Cold Type 


A round-up of available techniques for setting text matter 
without molten metal. Rosert B. Konrkow 


How House Organs Reach a Farm Audience 


Albers has learned that it takes special techniques to reach 
the practical men on the farms. Put SEITz 


A Catalog That Looks Like a Magazine 


S&H, better known by its Green Stamps, has taken a step 


forward in its catalog concept, by adapting a magazine ap- 
proach. 


How to Use Pre-Printed Mailers 


A guide to what is available in letterheads, flash cards and 
bulletins, printed in color and ready for your message. 


8 Twenty Points to Help You Write Better Direct Mail Copy 
A practical checklist to use when you write that next 
selling letter. MAxweE Lt C. Ross 


® A Code of Ethics for Direct Mail Users 


The newly-adopted rules and practices now being put into 
effect by the Direct Mail Advertising Assn. will help to in- 
crease the value and prestige of this medium. 


How C.I.T. Gets National Photo-Coverage 


When this finance company needed on-the-job photographs 
and case histories, it turned to a reporting service 


How a Trademark Can Symbolize a Product 


A little man, built around a spiral, is the central theme for 
a multi-medium campaign for an electric shaver. 


Maurice BENSOUSSAN 


A Simple Way to Control Production 


A small agency has found a lazy susan file an easy way to 
keep track of a large number of projects. J. O. JONES 


How to Promote Nothing 
When People’s Bank, Dayton, Ohio, installed a doorless 


door, it went all out with a promotional campaign. 
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of women speak frankly on packaging developments. 
Bette Macon 
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A report on the installation at this agency, and what a 
year’s experience has taught its users. Ray LInp 
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How to Get Your Film Shown on Television 


A tv news editor explains what you can do to make your 
film more acceptable to the man who decides. Jim ATKINS 


How Chevrolet’s Featurama Works ... 
A look at the touring displays that help make Chevrolet an 
automotive leader. HAVILAND F.. REVEsS 


A Sign Builds Volume for Maremont Mufflers 


A new wind-resistant sign was the key to a sudden growth 
in the number of dealers who handled this brand. 
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A St. Louis agency has developed a technique that makes 
its outdoor advertising more appealing. MILprReD WEILE! 
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Attractive as they 

are useful . . . these 

handy little oilers are 
wonderful goodwill 
dispensers, too! Stain- 
less—leakproof — grease 
less — odorless — they’re 
tops with both men and 
women. 

The clear, clean plastic dis- 
penser contains highest quality 
service oil, perfect for hundreds 
of uses. Throughout its long life, 
YOUR NAME, imprinted, will be 
seen and remembered with pleasure. 
It’s a low-cost, sure-fire promotion! 


with your IMPRINT IN GOLD 


Three famous specialized lubricants in a 
handy reusable plastic case. YOUR IM 
PRINT in gold on cover. LUB-A-KIT i 
nationally advertised at $1.00, but it 

available in quantity at amazing low cost 
A practical, attractive gift or self-liquidat 
ing premium 


LUB-A-PAK 


with YOUR NAME IMPRINTED 


Another reusable pocket-size 
plastic pack containing two 
specialized lubricants. Has 
endless uses indoors and out 
Case available in assorted 
colors. A quality gift at 
lowest price! 


We'll also package your oil if you desire 
Write for complete information and prices 
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This redesigned version of an ancient 
Clarendon cut has been produced by 
the Haas Typefoundry in Switzerland 
Clarendon, unlike many other type 
faces has won immediate and wide 
acclaim in the typographic world 
both in Western Europe and in the 
United States and Canada 

Available from your leading importer 


of European types 


AMSTERDAM CONTINENTAL 


Types and Graphic Equipment, Inc. 
268 Fourth Avenue, New York 10, N.Y. 
SPring 7-4980 
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Annual Report ... 


New Agencies Formed 
As Sales Promotion 
Grows in Importance 


It seems like only yesterday that 
we were planning the first issue of 
AR, but this issue starts us on our 
seventh year of publication. We take 
considerable pride — justifiably, we 
hope in the progress we've made 
during the past six years. 

It is only reasonable that we should 
have progressed since the fields we 
serve editorially have marked up 
notable progress in the few years 
since AR’s entry into the publication 
field. We have particularly noted the 
strides forward by the many associ- 
ations in our area of coverage. 

Probably the most dramatic 
change has been one of maturity for 
many of the associations — and the 
fields that they serve. This is par- 
ticularly true of the groups serving 
the sales promotion media. 


> Until recently, many of the organ- 
izations representing users and sup- 
pliers of sales promotion services felt 
inclined to take a back seat to the 
so-called “major media.” But change 
has come fast in the past decade and 
the ranks of major media have been 
swelled by many newcomers. 

Think back, if you will, and you'll 
remember when direct mail, point- 
of-purchase, exhibits, premiums, in- 
centive programs, specialty adver- 
tising, audio-visual programs, signs 
and other tools of the sales promo- 
tion man were not considered to be 
in the “major leagues.” It wasn’t long 
ago. Today, however, they are recog- 
nized by any alert advertiser as es- 
sential to an effective promotion 
program. 

We are proud to have played an 


Display typefaces in this issue . . . 27 
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Adletter & Futura Bold; 33 
Lydian; 50—Tempo Black Extended; 57 
Tempo Heavy Condensed; 70—-Tempo Bold; 75—-Craw Clarendon & Agen 


active part in this changing picture 
and expect to continue in this role 
for many years to come. 


> It isn’t just the individual media 
that make up sales promotion that 
have made notable progress since 
AR’s beginning. We've also wit- 
nessed a major revolution in the 
total sales promotion field. 

It wasn’t long ago that the average 
sales promotion man was an assist- 
ant advertising manager or an 
assistant sales manager. Very fre- 
quently, there was no specific indi- 
vidual responsible for a complete 
sales promotion program. 

In the past few years, this situa- 
tion has changed markedly. In a 
large number of companies, a com- 
plete sales promotion department 
works side-by-side with the sales 
and advertising departments. It even 
has its own (and separate) budget. 

This, of course, makes a lot of 
sense for many companies. Using the 
most popular definition — that sales 
promotion consists of those media 
which are company-controlled (con- 
trasted to “advertising” which con- 
sists of using those media controlled 
by outside publishers, broadcasters 
or similar organizations) — there is 
a need for true sales promotion 
specialists. 


>» Another element is rapidly enter- 
ing this picture. In the past there 
have been few, if any, full-fledged 
sales promotion agencies. Many ad- 
vertising agencies have _ provided 
sales promotion services to their cli- 
ents — but in the majority of cases 
the emphasis has been on commis- 
sionable media, with junior staff 
members assigned the 
thankless task of 
promotion services. 

Specialized have also 
been in existence, but almost with- 
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NEW! LOW-COST, HIGH-SPEED PHOTOCOPIER - 


aW N 


Nothing compares with the smooth performance, amazing 
speed and brilliant copywork of the new Transcopy STAR 
Photocopier. 3-second exposures return originals to you in 
a flash! Finished prints come out crisp and clear black on 
white copies. Everything is reproduced with clarity . . . even 


signatures, stamps and colors! 


And a single dial control 
assures professional perfection with every copy. 

This superb, new, compact photocopier outperforms other 
units costing much more. It’s the most advanced photocopier 
available at any price! If you're looking for a really fast, 
accurate way to copy anything, get all the details on this 


revolutionary office photocopier. Write for free literature. 


IrPY 


a 


Memington Ftand 


DIVISION OF SPERRY RAND CORPORATION 


"as 
essential 
asa 


typewriter” 


Room 1214, 315 Fourth Avenue 


New York 10, N.Y 


Please send me a free copy of folder 
P544 on the new Transcopy STAR 
and Transcopy Mercury* Photo- 
copiers 

°Companion model for copying large siz 
documents 


NAME & TITLI 
COMPANY 
ADDRESS 


CITY LON Z STATE 


February 1959 + co . 





PRIDE 
IS THE DIFFERENCE 


Atlantic 
Opaque 


The quality opaque. Uniform 
thickness and finish. Surface- 
sized for clean letterpress, 


offset or gravure printing. 


Prove to yourself that this 
bright white opaque paper 
delivers clearer, sharper 
impressions—permits less 


“show-through.” 


Ask your Franchised 
EASTERN Merchant for 
samples in regular vellum 
or deep etch finish. Or write 


direct. 


EASTERN 
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I Manitess) 
antic 3 


EKASTERN 


EASTERN FINE PAPER AND PULP DIVISION 


STANDARD PACKAGING CORPORATION 


BANGOR, MAINE 
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out exception these have had a major 
vertical interest such as direct 
mail, incentive programs, etc. — and 
were not staffed to render a com- 
plete, competent 
counseling job. 

A number of new shingles are be- 
ing hung out these days, however. 
Entering the picture are broad-scale 
sales promotion agencies, staffed by 
specialists in all or most of the media 
involved. They are not interested in 
magazine, newspaper, radio and tv 
schedules in fact the true sales 
promotion agency refuses to handle 
such assignments. Thus, they are in 
a position to work side-by-side with 
regular advertising agencies for the 
same clients. 


sales promotion 


>» As more and more sales promotion 
departments get their own and sep- 
arate budgets, it is only logical to 
expect the emergence of more sales 
promotion agencies. 

There is a parallel to this situation 
in the growth of public relations and 
publicity agencies, which today com- 
monly work side-by-side with ad- 
vertising agencies for the same cli- 
ents. Compared to the p.r. situation, 
however, the sales promotion de- 
velopment is just beginning to take 
form. 

It is a development well worth 
watching, for it may easily change 
the entire sales promotion picture 
and bring with it more consistent 
quality for all of the sales promotion 
media. Such a possibility is rather 
clearly illustrated by today’s direct 
mail. Any comparison of the average 
quality of company-produced direct 
mail and similar direct mail pro- 
duced by specialized direct mail 
agencies such as Dickie-Raymond, 
Lawrence G. Chait, The Smith Co., 
Hickey-Murphy, et al, quickly shows 
the role of agency specialists in 
maintaining quality on a consistent 
basis — rather than just shooting for 
it on “extra special” pieces. 


> At the present time, sales promo- 
tion counseling takes a number of 
different forms: 


1. The most frequently used sales 
promotion counsel is the supplier. In 
many of the sales promotion media, 
much of the creative work is con- 
sidered a regular part of the suppli- 
er’s service. This is particularly true 
in the point-of-purchase field and is 
common in direct mail, audio-visual 
programs, exhibits, incentive pro- 
grams and other fields. 

The obvious difficulty with use of 
this type of counseling is the fre- 
quent lack of coordination among 
media. While use of other types of 
counseling will never eliminate cre- 
ative work on the part of suppliers, 


it tends to place the supplier’s em- 
phasis on production. 


2. Ranking second at the present 
time in terms of frequency of use is 
sales promotion assistance from the 
regular advertising agency. In the 
majority of cases, however, regular 
advertising agencies look at sales 
promotion as a stepchild. It compli- 
cates the orderly practices of com- 
pensation and introduces new cre- 
ative demands. Few agencies have 
gone so far as to add a full team of 
specialists to handle their clients’ 
sales promotion programs. 

The biggest objection raised by 
sales promotion men to this form of 
counseling is that the average ad- 
vertising agency has not yet adjusted 
its thinking to give sales promotion 
media an “equal place in the sun” 
alongside commissionable media. 
Far too often, the complaints go, the 
sales promotion elements are mere 
supplements to an_ independently 
developed space and time advertis- 
ing campaign. 

It should be noted, however, that 
the attitude of many agencies has 
been changing. One need only to 
look at the registration lists for con- 
ventions and meetings covering sales 
promotion media to find evidence of 
the increasing interest of advertising 
agencies in this area of activity. 


3. A third practice is the establish- 
ment of a sales promotion counseling 
service as an affiliate of an advertis- 
ing agency. This type of service has 
worked well in the public relations 
field and may be in for rapid expan- 
sion in the future for sales promo- 
tion. 

Such an approach is particularly 
helpful to agencies in developing 
adequate compensation plans since 
the traditional 15°; doesn’t enter the 
picture directly. The major objection 
would appear to be the tendency to 
give such an affiliate a second rate 
position, while management devotes 
the greater share of attention to the 
regular advertising agency. 


4. Still another type of counseling 
comes from the vertical sales promo- 
tion agencies. Most common, of 
course, are the direct mail agencies. 
For the most part, such organiza- 
tions are directly affiliated with 
some mechanical service and serve 
as a business stimulator to keep the 
equipment running. 

Such organizations can provide 
valuable assistance to the client who 
has sales promotion interests con- 
centrated on one particular medium. 
When comprehensive sales promo- 
tion programs are called for, how- 
ever, the vertical interests of this 
type of counsel can often be a handi- 
cap. 


continued on p. 11 
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5S. The true sales promotion agency 
constitutes the fifth type of counsel- 
ing service. There are only a few or- 
ganizations of this nature now in ex- 
istence, but the ranks are increasing 
rapidly. It seems only logical that as 
emphasis on well coordinated sales 
promotion programs increases, there 
should be a companion increase in 
development of complete sales pro- 
motion agencies. 

The biggest objection to having a 
separate sales promotion agency in 
addition to an advertising agency 
(and possibly a public relations 
agency) is the necessity for manage- 
ment to deal with “too many out- 
siders.” 


6. A sixth type of counseling should 
also be noted. A number of creative 
organizations particularly art 
studios have entered the field of 
sales promotion. This, of course, is 
somewhat the same as the first type 
of counseling we covered above 
creative service from suppliers 
except that the emphasis on final 
production is secondary and in this 
case the “counselor” is a middleman 
between the client and the end sup- 
plier. 

The handicap here is that there is 
a tendency for the art capabilities of 
the studio (or creative talents of an- 
other type of organization) to dictate 
the final form of the piece or pro- 
gram. Unless the creative organiza- 
tion is quite versatile this can turn 
into a case of “the tail wagging the 


dog.” 


7. While it’s really outside the scope 
of this discussion, it would be well to 
mention the internal sales promotion 
department. In far too many com- 
panies, most of the types of sales 
promotion are produced without the 
benefit of competent outside counsel. 
This will undoubtedly change as 
more comprehensive services be- 
come available on the outside. 

The disadvantages of “do-it-your- 
self” sales promotion should be ob- 
vious. Just as the advertising agency 
has become almost universal for 
counseling on commissionable media 
because of the efficiencies and de- 
tached viewpoint it offers, it seems 
inevitable that sales promotion me- 
dia will benefit from similar coun- 
seling in the future 


For each of the above methods 
there are, of course, many advantages 
in addition to the disadvantages 
pointed out. Perhaps, however, this 
list may serve a useful purpose in 
helping you analyze the handling of 
your sales promotion program. 


> We’ve commented a number of 
times on the value of reporting the 
results of competitions you stage in 


Next Month in 


The Big Three 
Mail Order 
Catalogs 


phenomenon anywhere in the world equal 
to the great American mail order catalogs 
Here the power of the printed page, of art 
and photography, of type and layout, com 
bine to sell merchandise from high fashion 
to hand tools. In a series of articles, written 
with the cooperation of key executives of 
the three major houses, AR will take 
behind the scenes to see how these « 
together, and what you can learn to 
your catalog-building more effective 
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Hanover embossed Plastic signs 


New, most flexible way to 
pep up dealer identification 


In the Midwest, Hanna Paint dealers are identified by striking 
embossed Plastic signs. They are made by Hanover 


No mold charges for any of 
19 standard sign sizes, 18 letter sizes 


Now you can plan your dealer identi- 
fication program with fewer budget re- 
strictions. Whether you buy one sign 
or many more, there are no mold 
charges for Hanover standard sign 
sizes and stock letters. You often can 
save enough on molds to buy extra 
signs Or spare sign faces. 

Fewer design restrictions, too. 
Change copy on every face if you like 
Specify corrugated, multi-facet or 
plain background. Choose from 18 
sizes of block letters. (Rates for trade- 
mark, script letter and pictorial dies 
are surprisingly low.) 


lo provide this new flexibility for 
your sign program, we use our unique 
press*. Copy and background pattern 
are vacuum-embossed in a single sheet 


HANC 


TO HELP YOU PLAN 


of clear or pigmented heavy gauge 
plastic. Clear faces are painted in- 
side in brilliant, non-fading acrylic 
colors. Letters are clean and sharp, 
embossed a full quarter-inch above 
the background. The process gives 
Hanover signs fresh, lasting brightness 
Legibility is astonishingly superior 

We supply single or double-face 
Signs; sizes 18” x 36” to 4’ x 10’, ready 
to install. All-weather Slimline lamps 
used for illumination. All standard 
mounting styles 

Build your sign program around 
Hanover embossed plastic signs. Our 
service includes custom-built signs of 
all sizes. Write for complete informa- 
tion. Hanover Neon Electric Corp., 
767 N. Fourth St., Columbus 8, Ohio 


om 
Vv E R . +. that’s a good sign 


write for our new 


brochure, “Put more ‘Pull’ in Your Sign Program” 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5— Phone HArrison 7-3732 


ELECTROTYPES + NICKELTYPES » PACOTYPES - STEREOTYPES - MATS « R. O. P. 
COLOR MATS +» THERMOSETTING MAT PATTERNS + PLASTIC PRINTING PLATES 


Where do you gett BETTER SERVICE than at P& A? 
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connection with trade show exhibits 
to all those who enter. Perhaps our 
efforts have been successful, for 
we've seen an increasing number of 
companies take advantage of this 
excellent promotion opportunity 
One of the best methods we've 
seen is that used by Special Corre- 
spondents Inc. The Chicago publici- 
ty service organization followed up 
on its Public Relations Society of 
America exhibit not only with a list 
of the winners in a guessing con- 
test, but it also included each vis- 
itor’s original entry blank so he 
could compare his own answer with 
the right one. It’s the first time we've 
seen this done and it’s well worth 
the effort 44 


to enter 


Public Interest Award 
I1th annual. sponsored by National 
ty Council. 425 N. Michigan At 
ago Il Awards (noncompetitive) 
five categories, will be made to m 
which rendered exceptional service 
safety in 1958. Winners in radio, ty 
idvertiser classifications will be elig 

to compete for the Alfred P. Sloan 

dio-TV) Awards for Highway Safety 

Closes February 1, 1959 


Public Relations Programs 
Sponsored by American Public Relatior 
{ssn.. 1010 Vermont Av. NW. Washing 
ton 5. Silver Anvils and Certificates of 
Achievement will be awarded for the 
most outstanding public relations pro 
rams in each of 20 categories 
Closes March 1, 1959 


ASNA Awards 
Sponsored hy Advertisir gZg Specialty Va 
{ssn.. 1145 19th St.. N.W. Washington ¢ 
Ralph Thomas, Executive Director Open 
to all those who use advertising special 
ties and calendars in advertising, me 
chandising or public relations activities 
ilso to anyone who buys, sells or uses 
them for a business purpose. Cash prizes 
are given for the most productive uses 
Closes June 1, 1959 


Car Card Awards 

Sponsored by Natl. Assn. of Transporta 
tion Advertising Inc., 10 East 43rd St 
Vew York 17. Monthly competition open 
to advertisers, agencies and graphic arts 
leaders for best car card of the mont 

Winning entry will be picked from a dif 
ferent city each month from among cat 
cards submitted by NATA members 
agencies and advertisers throughout the 
country. Best of monthly winners will re 
ceive award for the outstanding car card 
of the yeal 


Closes monthly 








Ot/ 
I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


ARPER 


SLR Ce Cail 





Executives 





ADVERTISING 
AGENCY SUCCESS 
Principles, Management, 


was merely “Lucille,” Function and Performance 


and the com- 


Free Design Compromise 


Avoids Long Litigation 


As a designer, I was more than a 
little concerned, when one of my 
clients reported that a new com- 


pany address but no company name. 


Rap S. BING 
Ralph Bing Co., Cleveland 


Devises Handy Storeaway 


By KENNETH GROESBECK. 


Drawing upon 40 years ina 


vertising, Mr. Groesbeck pro- 
vides concrete answers to the 
operational problems confront- 


d- 


: . ° ny agencies large and small. 
petitor had started using my client’s For Daily Working Tools He gives an overall view of 
package design for his = product. One of my work-a-day problems the successful agency in ac- 

Litigation ig vee ~ de oe was keeping in touch with my tion: preparing copy, perform 
long and costly, but rather difficult, everyday working tools. I solved ing market research, making 


since lawyers were unable to pin- 
point the elusive “lifter” in any one 
spot long enough to serve him with 
papers. 

The problem was finally solved 
when I offered to provide a new de- 
sign for the competitor’s label if 
they agreed to stop using my client’s 
design. 

A bit leery at first, the new com- 
petitor readily agreed after seeing 
the new and everyone 
settled down to work again without 


designs, 


this problem by using a storeaway 
container of my own devising. 
Simple to construct, it 
nothing more than ordinary 
container (see “B” in diagram) that 
is approximately 3 to 4” 
and about 5 or 6” 
screw-type top. 


involves 
any 


in diameter 
with a 


long 


client presentations, testing 
campaign strategy, helping to 


coordinate clients’ 
uct promotion. 

sive and useful 
who manage agencies tod: 
und for those who aspire to ¢ 
so tomorrow. $5. 


EFFECTIVE 


MARKETING ACTION 


total prod- 
A comprehen- 
book for all 


iy 
io 
0 


Edited by DAVID W. EWING. 
39 executives and teachers of 


| the necessity of spending time and wien eee eae 
| money in an involved court fight. Se a 
| : . keting can be put into actual 
| Jim Nasu company operation. The book 
| President, Jim Nash Associates goes Into what marketing con- 
| Inc., New York cepts are, how to define a mar- 


Whistlebait Mailers 





keting problem, the techniques 


to use in solving it, etc. 


A 


broad, analytic approach that 


will be especially useful to 

agency personnel. Sponsored 

Help Announcements by the N. Y. Chapter, Ameri- 
can Marketing Association. 

In order to make sure a personnel $6.00 


announcement would be impressed 
on our list of insurance brokers, we 
broke through the formality barrier 
normally associated with this group 
and sent them a “whistlebait” mail- 
er 


Star of the mailer was Lucille, an 


sting 


Remove the bottom and in its 


HOW TO HOLD 


A BETTER MEETING 


By FRANK SNELL. A practic: 
pocket-sized handbook 
signed to give immediate he 


il, 


de- 


Ip 


to every business man who 
attractive insurance statistician place roll up and insert some corru- conducts meetings. The book 
whom we photographed perched on gated board (C). This can then be points out directional signs 
the edge of a desk with her boss, placed at easy arm’s reach during that promote clear and effec- 
Robert F. Politzer, the subject of the the working hours. tive talk; shows how to be a 


letter, just barely visible behind the 


desk. 


your . . 
ie : : . the best meeting forms; shows 
The copy was hand-written in drawing board or desk with glue how te divect the tecting to 
: Ty . ° ‘ (° > 4 r 
black pencil, then photographed or tacks. Now, with it always at 


but the final fling in glamorizing the 
announcement when we 
sprayed Lucille’s own brand of per- 
fume on the inside of the envelope 
flaps with an airbrush. The return 
address on the sky-blue envelope 


came 


The top (A) of the container can 
be permanently attached to 


your reach, you can simply make 
a few turns on the container 
restore it at the end of a day. 


and 


M. A. PICKERAL 


Specialist, Creative Art, General 
Electric Co., Lynchburg, Va. 


better leader; 


sugyests Ways 


of calling a meeting; outlines 


brisk and effective decisions. 


G9 OF 
p>2.J0 


At your bookstore or from 


HARPER & BROTHERS, N. Y. 16 
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MARKING 


GLASS 7 


Blaisdell markers 
do the trick 


CHINA-MARKER | 


Ur urpassed for bold, bright 
marking on all surfaces. Strong 
and durable—adheres firmly—14 
vivid colors 


OMNIMARK — Thinner diam 


eter lead for fine line marking 


CANT 


A- 


isde//_ CHIN 


La 


USA 


DU-ALL 


MECHANICAL PENCIL 


Convenient propel-repel action 
8 brillant, all purpose leads with 
barrels to match 


AT BETTER STATIONERS EVERY WHERE 


Test the marker that suit r need 


for sample naming this publicat 


blaisdell 


PENCIL COMPANY 


BETHAYRES, PA 


* Silt? Pte ? 
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READERS 


And Wire Not? 


@e Your article on business Christ- 
interested me 
now, 


mas cards (October) 
for our third 
using custom-made 


because year 


we have been 
cards. 

We are manufacturers of 
and cable, and we have, therefore, 
attempted to incorporate our wire 
into the design of the card without 


wire 


} 


oe 
panda | ~THLL, ad 
CANGWN JMG? 


b WILLIAM GRAND 4 CO. INC 


in any way distracting from the 
basic holiday aspect. We feel that 
we have succeeded and _ have 
avoided commercializing our 
while keeping it in good taste. 
Ernest F. Low 
Manager, William 


Willimantic, 


cara 


Advertising 
Brand & Co. Inc., 
Conn 


(Somebody must have been fore- 
sighted to add a red-striped wire to 
the line, just for a Christmas card 


Ed.) 


Reprint Requests 


e In your issue of May, 1956, there 
is an article by James B. Zabin on 
how agencies can help producers 
build more successful displays. We 
should like very 
article in a promotion we plan on 
May we have your permis- 


sion to do so? 


doing 


MERVIN ZWERLING 
Display 


President, Functional 
Inc., New York 


(Permission granted. It’s continual- 
ly surprising to us to see how often 
old issues of AR are referred to and 


.. Ed.) 


found of value . 


e With time for reading trade mag- 
azines highly budgeted in our busy 
fussy in our se- 


shop, we're rathe1 
lection of 


‘ew we 


ing a steady source of 


and brain-prodding. 


Your “Perfect Printing Job” piece 
in the December issue says several 


much to use this 


them. AR is one of the 
take, and I must say that it 
certainly earns its keep in provid- 
information 


things we've been wanting to tell 
our customers for quite a while. I 
don’t think we could improve on 
what your Mr. Keast has to say 
and the way he expresses it. 

We would like your okay to re- 
print this article. May we have two 
tear sheets of the page. We’d prefer 
to avoid cutting our copy of AR. 
Ours are filed for frequent reference 

J. GLASER 

Promotion Service, New York 
(For the record, it’s not our Mr. 
Keast; he is with H. S. Crocker Co., 
San Francisco. But we're glad he 
writes for us... Ed.) 


Tolerant Reader 


@ Your article in the December is- 
sue on Gus of Gisholt was one we 
sure appreciated. Fact-wise you had 
the story tooled up to specifications 
pretty good. There’s just one small 
detail that quite up to our 
tolerances. 

As has been said before, we don't 
whether what you 


wasn't 


mind so much 
say about us is good or bad, so long 
as in the saying you spell our name 
right. Now you put a “C” in ours 

Seriously, though, your story was 
a good one and we think your mag- 
azine is tops in the field for in- 
formative articles. In short, there’s 
no business publication we'd rather 
receive mention in, nor one we'd 
give half so much of a darn about 
whether it spelled our name right o1 
wrong. 

“Gus” SHUMWAY 
William D. Shumway Ad Agency, 
Madison 


(Schumway or other, we'll try to 
set the record straight ee) 


Early Off-Beat-nik 


e Your item “Off-Beat Greeting 
Cards” (December, 1958, p. 74) does 
not state precisely when Design Un- 
limited “introduced” this campaign. 
A series of “studio” greeting cards 
(see cut) were used by Analytical 
Chemistry in the fall of 1957. Since 
then we have had two other studio 
series. 

As in the Design Un- 
limited, they were three-color, off- 
greeting card 


case of 


retaining the 
mailed in 


beat, 


format and plain en- 





ANALYTICAL CHEMISTRY 


eel tantrcenents, equipement. apgensiiss ant chem 


joan to the © treet, becuse 






ANALYTICAL CHEMETEY . 
ANALYTICAL CHEMSTRY a, 
me ae A ORE Pee wacom on ¥ 


ANALYTICAL, CHENMSTY« - 


ANALYTICAL 
MI CHEMISTRY 


45 marten Ohemiend Beers) Pee 






velopes. While they may not have 


been the first of these cards, I had CONSTA NT 
never seen them used prior to our 


campaign. 


ROBERT VOEPEL SALES PRESSURE 
Promotion Manager, Analytical 


Chemistry, New York 


(Chalk up a claim to a “first” for ith el roa é Me ae 
Mr. Voepel, although we _ believe WwW! 


that Design Unlimited may have 


had a “first” in the stock mailer [ FE LF F BINDER 
field Ed.) A 


AV TN 





Heinn binders maintain sales pressure by keeping buyers 
aware of your company and your products. The impression 
value of Heinn binders is so good that your salesman’s 
callback usually means a sale. You cut your cost per sales 
call far below the average of $18.92 reported in a recent 
| survey. 
| Heinn brings you a complete line of custom-styled binders 


and indexes. Prices are low to moderate, depending on 
The following letters have been se- u ference i rorkmanship and ials. Y 2 
oaek dal, dees dak fae eee | your preference in workmanship and materials. You get 
ecte ] f ‘ 5 ‘ = : F 

cases, we have been able to supply the industry’s best dollar value and something more — 
the desired information from our the counsel of representatives who rate as experts in loose- 


growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 


leaf planning and design. Measure your results in binders 
that exert sales pressure with- 








that we must depend upon our out ever ees out their SPECIAL . . 
readers to help us keep up to date. welcome, and in insignificant Send f p 
AR will add any such information costs for each month of service. n or your free 
to its files and will promptly for- sample of Heinn's 
ward it in response to these re- Presentation cover 
quests Ed 
‘ CLIP AND MAIL Yes, we're interested in Heinn's special services and 
Mad Dogs & Englishmen THIS COUPON: fast production. Send information on Probable | 
The [ | SALESMEN’S BINDERS 
e Several years ago—in 1935-40, I ; [| DEALER BINDERS | 
believe—there was an inexpensive | MANUAL COVERS | 
sun hat or tropical helmet on the 1 HEINN: INDEXES | 
market which sold for 19c and up : | 
for use as beach wear, fishing, etc. . NAME | 
It was usually molded of papier COMPANY TITLE | 
mache or of similar composition, and Sales fone 5% FIRM 
fitted with an elastic band inside 326 West Florida Street annie 
the crown to provide for ventila- MILWAUKEE 4, WISCONSIN 
tion and fit. One of our clients wants 4010 sgichidigusiey: | 


to locate a supplier of this item to 





FROM ANY 
POINT 
OF VIEW 


Complete range of sizes, materials, styles at 
amazingly low prices. Used by America’s largest 
advertisers, Ask for our free design service and 
quotations without obligation. Will warehouse and 
drop-ship as you require. 

“Wall Showmanship Since 1927” 


HOLLYWOOD BANNERS 


Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners 
OTs ee e ° New York 16, N. Y. ° TELEPHONE: OR 9-4790 


Set to Sell 


any, 
Here Type Can tay SERVE You 
oy 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
® 
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be imprinted for distribution at 

trade shows, conventions, etc. We 

have been unable to find one. Can 
you help us? 

FRANK S. GREEN 

Sparrow Ad. Agency, Birming- 
ham, Ala 


(Two sources forwarded ... Ed.) 
Help! Help! 


eI clipped page 25 from your 
April, 1957 issue of ApvERTISING RE- 
QUIREMENTS and cannot find the 
magazine itself. 

I am interested in gathering ma- 
terial on open houses, plant tours 
etc., and one note in your Idea 
Album caught my interest. It is 
the Guide Sign which I would like 
to know more about, along with 
the other ideas that appeared on 
page 39 of that issue. 

JAMES M. NoLan 

Promotion Manager, The Virgin- 

ian-Pilot and Ledger-Star, Nor- 

folk, Va. 


(Never fear. We found a copy of 
April, 1957, and are sending it on. 
You were lucky, though. These 
back issues are sometimes scarcer 
than the proverbial “hen’s teeth”... 


Ed.) 


‘Cut-Outs’ and Milk 


® Do you know of any company 
that has available cardboard or 
Masonite stand-up “cut-outs” of 
people? 

Specifically, we need a life-size 
“cut-out” of a girl drinking a glass 
of milk. 

Patricia J. MENKE 

Harold R. Jones’ Associates, 

Akron, O. 


(We're sending names of companies 
supplying stock displays and ex- 
hibits. Can anyone else help more 
specifically? ... Ed.) 


Enthusiastic Response 


We have read with particular in- 
terest your article “Sales Promotion 

The Department of Enthusiasm” 
by Prof. Albert W. Frey (July, 
1958). 

We would like to circulate this 
article within our organization, and 
would like additional copies. 

THEODORE J. SALOW 

Chairman of the Board, Spincraft 

Inc., Milwaukee 


(This article, along with other re- 
ports from the Sales Promotion Ex- 
ecutives Assn., has been included in 
Reprint #260. Send 50c to AR Re- 
print Editor, for your copy ... Ed.) 





Conventions 


All meetings listed here are annual 


conventions, unless otherwise described. 


FEBRUARY 


3-5 . Society of the Plastics Industry 
Conference, Edgewater Beach, Chicago 
5-6 . Flexographic Technical Issn 
Biltmore, New York 


20-21 .. . Screen Process Printing Assn 


Vanagement Conference, Sheraton-Jetler SEND US 

son, St. Louis 

sa Mating Sei ANYTHING” 
Guild E rposition LaSalle, Chicago 


REPORT, RECORD, 
MARCH PRICE LIST, BLUEPRINT, CATALOG 
1-4 ee ae ee a aia PAGE, LAYOUT, SALES AID, 
ee heehee PRESENTATION. PHOTOGRAPH, 
LEGAL DOCUMENT, SIGNATURE CARD, ETC. 
6-8 . Gravure Technical ssn. u 
Drake. Chicago 


9-11 en a ad It Will Be Returned to You 
Spring Paper Show, Waldorf, New York 


WO-I1 Canadian Natl Parkas Sealed With Permanent Plastic Finish 


mniference, loronto 


ate. Naah Bees af WDeoadvusters The new Apeco Ply-On Laminator is an entirely 
Ganrad: tilien. Clacace new office machine—it protects, preserves and 
i j beautifies any paper with a thin, tough, trans- 
19-27... Master Photo Finishers & Deal : , 
ss, Noite, Riniiaialans Piitbelabiia parent film of DuPont Mylar. Papers become 
tamper-proof, completely guarded from becoming 
20-23 .. . Advertising Specialty — Natl. dog-eared or torn—no matter how roughly han- 
{ssn.. Spring Meeting zs and Show, Palmer dled. Grease marks, ink stains, finger smudges 
House. Chicago all signs of wear just wipe away. In addition, it 
23-26 . Folding Paper Box adds beauty, brilliance, prestige and impact that 
{merica. Drake, Chicago lasts forever. The cost?— Mere pennies! 
24-26 Point-of-Purchase *Offer is restricted to paper pieces only—not exceeding 


Institute. Palmer House, Chicag 11°x 17”. American Photocopy Equipment Company cannot 
: be responsible in case of loss 
30-April 1... . Advertising ssentials 


Shoat, Rhee, New: Vaik Look what the Apeco Ply-On Laminator can do! 


apan Preserves Much Handled Office Forms. . .Revitalizes 
Worn Originals. ..Reinforces Weak Points. . . Protects 

1-2 New. Mark rt Directors Clk: Vital Papers. . .Beautifies Sales Literature. 

Visual Communications Conference, Wal 


dorf-Astoria, New York Get This FREE Book 


72 . Sales Promotion Executives Assn In addition to a laminated sample, 

Roosevelt. New York you can have this FREE Book which 
graphically explains the “Miracle of 

7 {merican Film Festival, Educa Office Laminating.” Fill out coupon 

tional Film Library Assn., Statler, New York and mail today. 

4-13 Lyons International Trade Fair 

l.vons. France 

6-9 Natl. Premium Buyers Exposition 

and Conference. Navy Pier, Chicago 

11-16 Lithographers & Printers Na 

tional Assn. Ine The Greenbrier, White 

Sulphur Springs, W. Va ; 

13-14 . Electrotypers & Stereotypers 

Spring Technical Conference & Exhibi 

on. Royal York, Toronto 

13-16... Natl. Packaging Show, Amer 

lear Management Assn., International 

Amphitheatre, Chicago 


American Photocopy Equipment Co. 
2108 W. Dempster St., Evanston, Ill. 


Please send me your free book “The Miracle of Laminating.” 
Also Laminate the enclosed sample and return to me. 


Name 

Title 

Company_ 

Type of Business 


Address__ 
MAY 


City Zone State_ = 
in Canada APECO OF CANADA, LTD., 30 Dorchester Ave., Toronto 18, Ont 
In Mexico: APECO OF MEXICO, S.A., Ignacio Esteva 7 Tacubaya 18, Mexico, D.f 


4-8 Society of Motion Picture & Th 
Engineers Fountainebleu, Miami-Beach, 
Fla 


SS ee ee ee 
ce ee ee ee ee ee ee ee ee 
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SPOTLIGHT 

YOUR 

PRODUCT 

WITH 

ES 
-OUTSERTS 


| "ms 


WANT POTENT POINT OF SALE 
IMPACT? THEN PUT OUTSERT 
FOLDERS ON YOUR CON- 
TAINERS THEY'LL STAND 
OUT FROM COMPETITIVE 
BRANDS THESE COMPACT, 
SEALED FOLDERS ON THE OUT- 
SIDE OF YOUR PACKAGE GIVE 
YOUR PRODUCT THAT SOME- 
THING EXTRA THAT WILL 
FOCUS ATTENTION AND 
CREATE IMPULSE BUYING. USE 
OUTSERT FOLDERS TO ADVER- 
TISE YOUR OTHER PRODUCTS, 
TO OFFER PREMIUMS, GIVE 
RECIPES AND SUGGESTIONS. 
THEY CAN BE AUTOMATICALLY 
APPLIED TO CONTAINERS IN 
YOUR PRESENT PRODUCTION 
LINE WITH NO SLOW DOWN 
WRITE OR CALL TODAY FOR 
COMPLETE DETAILS. 


On 


OUTSERTS, INC. 


A Division of 
EUREKA SPECIALTY PRINTING CO. 
SCRANTON 5, PA. 
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OR a4 


for ADMEN 


© The Working Press of the Nation, 
edited by Norman Seligman, pub- 
lished by National Research Bu- 
reau, 415 N. Dearborn St., Chicago 
10, 3 volumes, 1457 pages, $49.95 ... 
This is one of the most complete 
guides to the people and the media 
which handle news. It is indispen- 
sible to anyone who is in the regu- 
lar practice of sending out news 
releases or developing feature arti- 
cles in the press or on radio or tele- 
vision 

It is difficult to 
number of 
in the 


estimate the 
individual names listed 
three volumes, but the pub- 
claim of 100,000 must be 
To take an example at 
random, the entry for the Jackson 
(Miss.) Daily News gives the names 
and positions of eight front-office 
people, plus the names of those who 
hold down 45 slots in the editorial 
department. In addition, there are 
lists, by subject, of special editors, 
like amateur photography 


farm 


lisher’s 


very close 


editors, 
editors, outdoor editors, and 
others. Weekly newspapers, special 
interest papers, syndicates and Sun- 
day supplements are listed sepa- 
rately. 

The magazine directory, in the 
second volume, lists over 2,600 pub- 
lications, and is arranged by type of 
publication so that all on safety are 
grouped, as are those edited for 
women, for sports fans, and so on. 
Editorial personnel, deadlines and 
other pertinent information is in- 
cluded. 

The third volume analyzes radio 
and television stations and networks 
and their personnel. 

While this directory, like any 
other extensive listing, starts to go 
out of date the minute it is sent to 
the printer, this is as reliable and 
useful a compendium as any cur- 
rently available. If you want to pin- 
point your releases, if you want to 
get directly to the right man, you 
will find this three-volume set very 
convenient 


© Your Public Relations Are Show- 
ing, by John Newton Baker; Twayne 
Publishers, New York, 312 pages, 
$5 ... This is a book aimed at the 
man who, although not professional- 
ly engaged in public relations work, 
would benefit by the application of 


its principles. It is the author’s 


thesis that each of us, by his atti- 
tudes and actions, is setting up a p.r. 
program. To quote the jacket, p.r. is 
“the business of so organizing the 
details of your work that your best 
foot is always forward.” 

A series of chapters tells how spe- 
cific groups of people might improve 
the p.r. of their profession or busi- 
ness. Another lists 101 idea-starters 
in p.r. activity. 

While little of this will be new to 
the experienced practitioner, it is a 
useful book to put in the hands of 
somebody who wants to know what 
this p.r. is all about, and how he 
might benefit from it 


@ Introduction to Mass Communica- 
tions Research, Ralph O. Nafziger 
and David Manning White, editors; 
Louisiana State Univ. Press, Baton 
Rouge, 244 pages, $5 . . . This book is 
an organized series of essays by a 
number of experts from a variety of 
universities. In successive chapters, 
it takes up the role of research in 
communication, the planning of a 
research project, describes both ex- 
perimental and field techniques, and 
then goes into the analysis of re- 
sults. 

It claims to be a concise survey of 
research principles and techniques 
as they relate to mass media- 
journalism, radio, tv and advertising 
While it won’t make a research ex- 
pert out of you, it should help you 
speak with understanding on re- 
search problems and interpret re- 
search results. 


@ Chase’s Calendar of Annual 
Events: Special Days, Weeks and 
Months in 1959, Harrison V. Chase 
& William D. Chase, compilers; Ap- 
ple Tree Press, Flint, Mich., 31 
pages, $1 . . . This handy book lists 
enough special events in 1959 to fill 
8 years, 286 days. They range from 
the familiar Mother’s Day to Ice 
Cream for the Holidays Week. For 
each entry. where applicable, the 
name and address of the sponsor is 
included. 

For the first time this year, this 
publication has incorporated the 
listing formerly issued by the 
Chamber of Commerce of the 
United States. 

Reduced prices are available on 
quantities, and copies may be im- 
printed by with the 
publisher. 


arrangement 


e Display Ideas for Supermarkets, 
Milton Alexander, editor; Progres- 
sive Grocer, 161 Siixth Ave., New 
York 13, 219 pages, $7.50 . . . The 
supermarket has been the chief out- 


Continued on p. 23 





The first complete 
top-quality line 


produced by the 


blade-coating method 








THE GREATEST ADVANCE IN PRINTING PAPERS 


in. more than twenty vears... 


North Star Coated Papers are the first complete line of top-quality coated 


papers produced by the new trailing blade process. They are the culmination 


of many years of intensive development work by Oxford and some of the 


leading makers of paper mill equipment. The trailing blade and other novel 


eatures of manutacture have made it possible to produce printing papers for 


letterpress, offset and gravure with a levelness of surface unequalled by con- 


ventional coating methods. 


Phe extraordinary levelness of North Star Coated Papers plus the fact that 


this levelness is obtained weithout heavy supercalendering is the kev to thei 


Iperior printing qu lities, 


makes possible the production of low-gloss (glare-free). 


- well as high-gloss, coated papers that will print with 
vreatel defin Tl nl and ess printing pressure, 
t reduces press make-ready time and permits longer con 


tinuous runs with fewer press adjustments. 
@ |i minimizes the loss of bulk. compressibility. brightness. 


med nd strength due to heavy superealendering. 


North Star Coated P 


pers Cost no more than other leading erades of coated 


papers. However, because of their remarkable printing qualities and press 


performance, we believe they offer far greater value than other papers selling 


‘or lower prices. In short, they represent the greatest advance in 


printing papers in more than twenty vears. 


—— 





UNSURPASSED 


LE TPERPRESS PAPERS 


POLAR SUPERFINE ENAMEL is Oxford's finest letterpress enamel. 
It has a bright white. mirror-smooth surface and a superb affinity for 
printing inks. It is the paper for de luxe booklets. catalogs and folders 
where flawless reproduction of colors. tones and detail is demanded 
It is recommended for halftones up to 150-sereen. and is suitable for 
regular, gloss or metallie inks 

MAINEFOLD ENAMEL is a choice letterpress enamel paper, blue- 
white in shade, with a high-gloss fanish. It is the outstanding value in its 
rice range, combining exceptional printing qualities with visual appeal 
carefully Lalanced for brightness. shade and polish. It is recommended 
for halftones 


metallic inks 
POLAR ENAMEL DULE is a unique dull finish letterpres 


It combines a soft, velvety texture and a surface virtually free from 


up to 150-sereen, and is suitable for regular. gloss and 


= enaine l. 


polish or glare with printing qualities comparable to many high-gloss 
enamel papers. It is ideal for booklets and folders containing both text 
and illustrations such as annual reports. ‘The matte finish adds color 
and brilliance to the dlustrations and also makes the text easier to read. 
Polar Enamel Dull is recommended for halftones up to 133-sereen, and 
is suitable for regular, gloss and metallic inks 

MAINEFOLD ENAMEL DULL is an outstanding letterpress enamel 
paper, blue-white in shade, with a soft, rich texture and a matte surface 
unique in dull-coated papers. It is an exceptional value in dull-coated 
papers, offering superior printing qualities plus appearance character- 
istics meticulously balanced for maximum sales appeal. It is recom- 
mended for halftones up to 133-sereen. and is suitable for 
gloss and metallie inks 


regular, 


COVERS 


IN PRINTING QUALITY AND PRESS PERFORMANCE 


OFFSET PAPERS 
POLAR OFFSET ENAMEL is Oxford's premier high-gloss offset 
paper. It is a lustrous, bright white paper with all the basic character- 


istics required for offset printing 
ink receptivity 


high bond, dimensional stability and 
plus a printing surface that is unsurpassed by any 
coated offset paper in its price range. It is suitable for regular. gloss or 
metallic inks. and halftones up to 175-sereen. 


MAINEFLEX OFFSET ENAMEL is a superior offset enamel, blue- 
white in shade. with a smooth, high-gloss finish. It combines outstand- 
ing printing qualities and press performance with high brightness, 
surface uniformity and excellent polish. It is suitable for regular, gloss 
and metallic inks and halftones up to 175-sereen. 


POLAR OFFSET ENAMEL DULL is a distinctive. brilliant white 
offset enamel combining a soft. mellow texture and a glare free surface 
with superb printability and press performance. It has all the basic 
characteristics of the finest offset enamels plus a matte surface. The 
lack of gloss adds a feeling of depth to illustrations and is ideal for type 
matter. Polar Offset Enamel Dull is suitable for regular, gloss or 
metallic inks, and will print halftones up to [75-sereen, 


MAINEFLEX OFFSET ENAMEL DULL is an exceptional offset 
enamel! paper. blue-white in shade, with a soft. luxurious texture and a 
glare-free surface. It combines superior printing qualities with a matte 
surface that is ideal for type matter as well as illustrations. It is suitable 
for regular, gloss and metallic inks and will print halftones up. to 


Wi screen, 


Matching cover stocks in 60 Ib. and 80 Ib., basis 20 x 26, 


are available for all North Star Coated Papers. Cover stocks are also 


ideal for greeting cards, menus. posteards and similar uses. 


Vorth Mar Coated Pape rs are sto hed by leading paper mere hants. 
For the name of your distributor, drop usa line. 


OXFORD PAPER COMPANY 


PAPERS 
SE oO 
HELP BUILD 


NEW YORA & CHICAGO *® BOSTON 


PRINTING PAPERS FOR BOOKS, MAGAZINES, COMMERCIAL PRINTING, BUSINESS FORMS AND PACKAGING 





post of the self-service technique 
for moving merchandise, and su- 
permarket operators have’ been 
constantly studying what display 
can do to persuade the shopper to 
take products from the shelves. 

This book, with a large page size, 
is loaded with pictures and ideas, 
backed up with specific figures of 
how a particular display idea 
boosted sales. 

If you are in the supermarket 
business, you can’t afford to over- 
look these tested ways of increasing 
volume. If you are in any business 
that sells at retail, or make any 
product that sells to the consumer, 
you will find this volume a store- 
house of valuable ideas. 


© TV And Screen Writing, by 
members of The Writers Guild of 
America, edited and compiled by 
Lola Goelet Yoakem, University of 
California Press, Berkeley, Cal., 124 
pages, $3.95 ...A text that offers 
first-person experience and advice 
from some 17 successful working 
writers in films, television and radio. 
The text is predominantly straight- 
forward in that it offers specific 
solutions to specific problems plus a 
bonanza in tips relating to the intri- 
cate professional world facing the 
mass-media writer of today. 

A special chapter on “Business 
Films’ by Charles Palmer shows 
not only a soundly practical ap- 
proach to the subject, but recogni- 
tion of the growing importance of 
the business film from a professional 
writer’s viewpoint. Central theme of 
this chapter is the assertion that the 
assignment in this case is not pri- 
marily one of entertainment, but of 
persuasion. 

Other chapters in this book cover 
the importance of opening scenes, 
story mechanics in live and filmed 
tv, comedy, Westerns, religious 
films, science-fiction, and tips on 
market problems and future trends. 


© Communication in Management, 
by Charles E. Redfield, University 
of Chieago Press, Chicago, 314 pages, 
$5... While this is confined to in- 
ternal communications, it should be 
of particular interest to advertising 
men for two reasons. First, like 
other management people, admen 
must find a way to communicate 
effectively with their equals and 
their superiors. Second, being pre- 
sumed experts in advertising, they 
are often assigned responsibility for 
employe relations and other com- 
munications problems. 

This book, a revised edition of the 
1953 release, covers both techniques 


000 INTERNATIONAL: 
WATTIER 
Process 
... The Improved Gravure Engraving Method... 


PROVIDES NEW ADVANTAGES 


IN THE ART OF GRAVURE ENGRAVING 
that add up to 


BETTER 
COLOR REPRODUCTION 


Ask us to give you complete details! 


. SPECIALIZING IN COLOR 
ler nationaf 


oOo 


Gan dé Sn p 


em 


ii 


Lexington Ave 


480 
SUPERTONE, iL. tom NEW YORK 17. NY 


Phone: YUkon 6-4174 


ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 


Sy one source 


SY one service operation 


“XY one standard of quality 
...the best! 


letterpress * gravure 


COLLINS, MILLER & HUTCHINGS, INC. 
333 West Lake Stet at Waekwn Yeaue! 
fel: f 
CHARGES Q. 
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and types of communication. Clear- 
ly written, each chapter has a good 
bibliography for those who wish or 
need to pursue the subject further. 


@ Books for the Advertising and 
Marketing Man (Supplement), Ad- 
vertising Federation of America, 
250 W. 57th St., New York, 16 
pages, 50c . This new supplement 
lists more than 250 books on ad- 
vertising, marketing, selling and re- 
lated subjects. 

The main entry is arranged ac- 
cording to subject classifications, 
and there is an index by authors 
and the full names and addresses 
of all publishers included. 

This brings up-to-date the 1957 
bibliography issued by AFA, which 
is still available at $2. 


REPRINTS 


This is a partial list of currently available reprints of AR articles. A complete 
list ran in the December, 1958, issue. Unless another price is given, each sells 
for 25c. In lots of 10 of any single reprint, the price is 20c each; lots of 50 
or more, 15¢ each; lots of 100 or more, 12'/2¢ each. Order by number from 
Reprint Editor, Advertising Requirements, 200 E. Illinois St., Chicago 11. Please 
enclose payment if your order is under $2. 


New This Month 


265 The Magic City 


264 Do Multi-Packs Boost Volume? — By Richard E. Reed 


Advertising Specialties 


307 A Basic Guide to ew panty 
231 The Little Ambassadors = by Dick Hodgson 
205 A Contest Isn't Over When The Winners Are Picked a Pra Phil Seitz 


. 
166 The Role of Advertising Specialties i in Selling om plian 
Point-of-Purchase Al o . 
310 What Makes Good P.O.P. Advertising -“ ioe} «at En, «at q 


263 Why an Agency Opened its Own Supermorket — by Kenneth R. MacDonald 
259 Are You Wasting Your Point-of- Purchase —_ by A. R. Menzies 
253 How to Merchandise ROP Color — by Mark Cox 


252 What's in the Future for Point-of- Purchase? — - by les Gallagher MAY, 1959 
245 Hawaiian Punch Sells the Grocer — by Phil Seitz 


May 1 
Child Health Day (Presidential Procla 
mation) 

‘ May Day 

Printing & Typography ) ) 

311 How to Save on Your Printing Bills — Day (Presidential Proclama 
ion 

May 1-7 
Correct Posture Week . sponsored by 
Natl. Chiropractic Assn., National Bldg., 
Webster City, Ia 

May 1-8 
American Camp Week 


242 Twelve Ways to Save Money on P.O.P. — “ty Jack A. Wichert 


305 A Portfolio of Typefaces for Admen 


257 How Billboard Produced on Unusual insert : — - by F &. 8. Schuster 


4 


249 The Advantages of Letterpress & Offset 
243 Designing for R.O.P. Color — - by John w. Amon 


235 Let's Get Together on Offset — a Bernard ¢. Schramm dr. . sponsored by 


ter tt ; American Camping Assn., Bradford 
229 New Uses for Printing Today — by Joe a. Schoeninger Woods, Martinsville. Ind 


211 A System for Controlling Printing Costs —_ ~ by Frederick Suueneen (50¢) May 1-31 


National Radio Month sponsored 


196 Crossroads for Captive Plants by Electronics Industries Assn., 1721 


105 


Let's Swap Ideas 


Publicity & Promotion 


260 
247 
232 
226 
221 
199 
185 


180 


Special Report from Sales Promotion Convention (50c) 

How Basketball Built a Company ieee -—— ‘by w. F. Walker 

The Story of the Influential — by Peter E. Schruth 

School For Home Buyers — ‘oy Stanley E. Cohen 

Make the Most of Vour Stor oe by Don Young wT 

Merchandising Publicity —- by Morris 8. Rotman F 

How to Handle Relations With Radio, Television - Newsreels :— by \ William G. Cox 


Getting the Most from Publicity Photos — by Leo Solomon 


Signs 


244 Designing for Posters — by Garrett P. Orr 


237 Signmanship for Edsel Dealers 


234 Keeping Signs Uniform 


taf¥ 


233 How to Plan a Decal Valance Program — by Benn Oliman 


216 How to Use Highway Signs 


152 A New Look for Signs 
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DeSales St., NW, Washington 6 

Pal Month sponsored by Police 
Athletic League Inc., Duff Merrick, Di 
rector of Publicity and Promotion, 341% 
E. 12th St., New York 3 

United Cerebral Palsy Month . . . spon 
sored by United Cerebral Palsy Assns 
Inc., 369 Lexington Av., New York 17 
Vational Better Hearing Month 
sponsored by American Hearing Society, 
1800 H St... NW, Washington 6 
American Bicycle Month . . . sponsored 
by Bicycle Institute of America, John 
W. Newton, Director of Information, 122 
E. 42nd St., New York 17 

National Ornamental Iron Month 
sponsored by Tennessee Fabricating Co., 
1490 Grimes St., Memphis 6, Tenn. 
May is Picture Month . . . sponsored by 
Master Photo Dealers and Finishers 
Assn.. 104 E. Michigan Av., Jackson, 
Mich. 

National Tavern Month sponsored 
by Natl. Licensed Beverage Assn., 420 
Seventh St., Racine, Wis. 

White Bread Sales Month . . . sponsored 
by Natl Bread Sales Months, 111 N 
Marion St., Oak Park, Tl. 





May 3 
May Fellowship Day . . . (First Friday) 
Rural Life Sunday sponsored by 
Dept. of Town and Country Church, 
Natl. Council of Churches, 257 Fourth 
Av., New York 10 
May 3-9 
National Raisin Week... sponsored by 
California Raisin Advisory Board, P.O. 
Box 1963, Fresno, Cal. 
Vational Home Demonstration Week .. . 
sponsored by U.S. Dept. of Agriculture, 
Cooperative Extension Service, Washing- 
ton 25 
Goodwill Week .. . sponsored by Good- 
will Industries of America Inc., 1229 
Twentieth St.. NW, Washington 6 
Be Kind To Animals Week . . . spon- 
sored by American Humane Assn., 896 
Pennsylvania St., Denver, Col. 


May 3-10 
National Family Week . . . sponsored 
by The Joint Dept. of Family Life of 
the Natl. Council of Churches, 257 
Fourth Av., New York 10: Synagogue 
Council of America, 110 W. 42nd St., 
New York 18; Natl. Catholic Welfare 
Conference, 1312 Massachusetts  Av., 
Washington 5 

May 9-15 
Let's Go Fishing . . The Sporting 
Goods Dealer, Roland D. Burke, Asso 
ciate Editor, 2018 Washington Av., St. 
Louis 3 


May 9-16 

Vational Frozen Food Week . . . spon- 
sored by Natl. Frozen Food Distributors 
Assn., 60 E. 42nd St.. New York 17 
National Luggage and Leather Goods 
Week . . . sponsored by Luggage & 
Leather Goods Mfrs. of America Inc., 
220 Fifth Av., New York 1 


May 10 
Mother's Day (Second Sunday) 
Vational Insurance Woman’s Day 
sponsored by Natl. Assn. of Insurance 
Women, 1103 MelIlhenny St., Houston 4, 
lex. 

May 10-16 
National Girls Club Week ; sponsored 


by Girls Clubs of America Inc., 265 
State St., Springfield, Mass. 


May 15-June 15 
Mute Your Muffler Month . . . sponsored 
by Irving J. Rosenbloom and Associates 


Inc., 400 N. Michigan Av., Chicago 11 


May 16 
{rmed Forces Day (Third Saturday in 
May) 


May 17-23 
Vational Retail Bakers Week . spon 
sored by Associated Retail Bakers of 
America, 731 W. Sheridan Rd., Chicago 
13 
Vational Transportation Week . . . spon- 
sored by The Associated Traffic Clubs 
of America, Office of the Secretary, 110 
S. Dearborn St., Chicago 
Vational Domestic Rabbit Week 2 
sponsored by American Rabbit Breeder's 
Assn. Inc., 1707 E 
Springfield, Il 


May 18-23 
National Cotton Week sponsore d by 
National Cotton Council of America, 112 
W. 34th St.. New York 1 


May 21-30 
National Pickle Week . . sponsored by 
National Pickle Packers Assn. Inc., 202 
S. Marion St., Oak Park, IIl. 


(Carpenter St., 


LOOKING 


FOR 


UNUSUAL 


a tte 


PAPERS 


To Spark Your Sales Message and Products? 


‘ret 


Here are just a few of the 
PROFITABLE 
specialty items that 
HAMPDEN makes: 


PHOTOMOUNT STOCK 
CHECK-BOOK COVER STOCK 
X-RAY FILM PACKAGING PAPER 
GREETING CARD PAPERS 
SPECIAL COVERS 


* 


Coated and Laminated 
Special Embossing 
and Decorations 
FOIL, LAMINATED TO 
PAPER COVER STOCKS 
AND BOARDS, HUNDREDS 
OF APPLICATIONS 


* 


SPECIAL LABEL PAPERS 
PAPER FOR 
ADVERTISING NOVELTIES 
OF ALL KINDS 


* 


TABLE MAT BASE PAPERS 
DESK CALENDAR STOCK 
PAPER FOR 
PARTY HATS AND FAVORS 
ALBUM PAPER STOCK 
MATCH COVER STOCK 


* 


Plus unlimited color and 
embossing possibilities in: 


LAMINATED WATERPROOF PAPERS 
LEATHERETTE PAPERS 
SUEDE OR MAT FINISHED PAPERS 
FLINT PAPERS 
FOIL, METALLIC COMBINATIONS 
FANCY LAMINATED PAPERS 


Hampden has over 500 


Specialty Papers to choose from. 


COVER PAPERS 


that will dress your catalogs 
— plus flexibility, durability 
and unusual appearance. 


SPECIALTY PAPERS 


that will give your packages 
plus sales value. Decorative, 
Soil Resistant, Duotone and 
Embossed. 


FOIL PAPERS 


laminated to any base paper 
required . . . Plain, Decora- 
tive, Embossed for greater 
appeal. 


~ 
In fact, the HAMPDEN line includes 
everything from X-ray Laminated 
Papers to Fancy Embossed Board; from 
colorful Decorative Papers to Soil Re- 


sistant Covers; from Laminated Foils to 
Jewelry Mount Board. 


Ask your paper merchant to let you see 
his complete portfolio of HAMPDEN 
Specialty Papers ...In the meantime let 
us send you working samples of the grades 
you are interested in. 


GLAZED PAPER | and CARD CO., Inc. 
HOLYOKE oe MASSACHUSETTS 


Consult Telephone Directory 


SALES OFFICES Chicago, Ill. ¢ Dallas, Texas ¢ New York, N.Y. ¢ Columbus, Ohio ¢ Philadelphia, Pa. 


San Francisco, Calif. ¢ Los Angeles, Calif. ¢ Seattle, Wash. © Toronto, Canada 


May 22-29 
Foot Health Week sponsored by 
American Foot Health Foundation, 3301 
16th St., NW, Washington 10 

May 3! 
Vemorial Day (Decoration Day) 
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YOU'RE JUDGED ev V OUT APDPC Al ALICC 


YOU'RE JUDGED BY your pri nung 


The successful businessman especially the 


A good printer can give you quality re- 
sults. He knows how to make your printing look 
and prospects takes great care in his personal better, sell harder. One 


businessman who deals directly with customers 


of the ways he achieves 


appearance. It’s a way of showing respect for superior results is to use Warren's Papers. He 


others and a way of winning respect, and suc- knows each grade of Warren’s papers represents 


cess, in return. Such a businessman also demands the high standards of one of America’s most re- 


good grooming” inthe booklets his company sends spected paper manufacturers. He gets better re- 


out. He wants quality booklets that not only catch sults with Warren's and so do you. 8S. D. Warren 


the eye but win respect for the company as well. Company, 89 Broad Street, Boston 1, Mass. 


Warren's salidiaiaies maeaaiiaain 


a makea 
good impression 
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BARNVARO at the WALDORF 


The inside story of a phenomenal press show, 


which installed an animal laboratory in a New York hotel. 


By Russel K. Crenshaw a la 


carte served on a silver tray 
Walker and Crenshaw Inc 


by a poker-faced Waldorf waiter... 
New York 

> Turning the sedate Waldorf into 
a farmyard complete with live ani- 
mals late in February 1958 ad- 
mittedly was a stunt. It was a prime 
example of the so-called “public 
relations type of special event.” 


Flashbulbs popped... The photog- 
raphers shouted “Just one more!” 
. .. He was a celebrity ... 

No wonder, for he was also the 
first 1,700-pound Black Angus steer 
ever to walk in the Park Avenue But it was done with good reason. 
entrance of New York’s” swank The Agricultural Division of 
Waldorf-Astoria Hotel. Chas. Pfizer & Co. Inc., one of 

Nearly 200 other members of the Walker & Crenshaw’s clients, had 
barnyard set already had checked an important story to tell. Pfizer's 
in and Toby the steer didn’t want message was that recent 


progress 
to be late for his breakfast—hay in 


agricultural science is fully as 
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Mechanical Cow . 
ratus, explained at the 
of the 


scientists use 


gestive system 


Pfizer 


dramatic and 


far-reaching in_ its 
implications as the advances made 
in more highly publicized fields. 
Back of this lay the story of Pfizer’s 
own remarkable contributions to 
agricultural progress. 

edi- 
the 
American 


draw 
attention to 


The problem was to 
and _ public 
state of 
agriculture 


torial 
true affairs in 
In an age 


concerned 


when every- 
with rockets to 
space satellites, and nu- 
other headlined scientific 
agriculture was in danger 
of being considered prosaic and dull. 

That’s why the 200 animals and 
birds were checked into the Waldorf. 
Here was the kind of 
that would capture 
provide the 
metropolitan 


one 18 
the moon, 
merous 


subjects, 


promotion 
attention and 
tell the 
press and public the 


chance to 


client's story. 
Certainly the “ 
is if 


worked, that 
clippings from 
magazines other 
radio, tv 


stunt” 
a heavy flow of 


top. dailies, and 


periodicals, plus extensive 


and newsreel coverage, are any evi- 


dence 


> Briefly, 
sults: 


here are some of the re- 


1. Every New York newspaper used 
a story, 
both. 


2. Two 


captioned photographs, or 


newsreels out two- 
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sent 


of the 


From Terre Haute to New York 


live in luxury under 


tube 


. This complicated network of appa- 

show, 
first 
it to test feed nutrients 


actually duplicates the di- 


cow’s four stomachs 


minute segments to tv and theater 


subscribers throughout the country. 


3. Two wire 
reaching an estimated combined 
total of 2,000 editors. These same 
services supplied their clients with 
photos and a third sent a matted 
photo to about 250 clients. 


services sent stories 


4. A full column by a 
syndicated writer 
750 clients. A 


wire service 
was serviced to 
second syndicated 
feature writer also devoted a full 
column to the event which was 
serviced to approximately 600 out- 
lets. 


5S. Six domestic radio programs 
used portions of the event, includ- 
ing two network shows. TV footage 
was used on another 


aired by about 


6. At least 12 
detailed 


network show 
250 stations. 


magazines have used 
articles and/or photos. 


Highly 
been received from a score or more 
of farm thought leaders who viewed 
the project as advancing the cause 
of all agriculture 


favorable comments have 


> Here’s how it was done. 

The idea for the Waldorf event 
resulted hard look at the 
client’s public relations 
problems that 


from a 
long-term 


objectives and the 


to 


Test animal 
the theme slogan ‘From test 


table, science revolutionizes agriculture. 


stood in the 
ization. 

Pfizer important position 
to maintain as a leading spokesman 
for modern agricultural science and 
technology. The company is dedi- 
cated to preserving a reputation for 
true statesmanship in the field of 
agriculture. 

One of Pfizer’s chief methods 
telling the story of agricultural 
progress has been through the me- 
dium of its Agricultural Research 
and Development Center. Located 
near Terre Haute, Ind., this 2,000- 
acre agricultural laboratory is the 
largest experimental “farm” in the 
world supported by a private com- 
pany. 


way of their full real- 


has. an 


% One method of publicizing activi- 
ties at the farm in the past has been 


to stage an annual Press Day at 
Haute. Interested editors, 
and farming “influentials” 
were invited to these events. 
However, the annual Press Days 
posed two major problems for the 
general and __ business 
First, Terre Haute was a long 
from their home Sec- 
the subject matter sometimes 
was on a plane too scientific fo: 
proper interpretation to the 


Terre 
writers 


consumer 
press: 
way 
ond, 


bases 


lay 
reader. 


Weighing these factors against the 





Inspecting the Animals 


~ 


farm’s terrific potential as a story- 
telling medium, it was decided to 
“bring the mountain to Mohammed.” 
The object was to display a repre- 
sentative selection of birds and ani- 
mals to the press right in midtown 
Manhattan and to present the sci- 
entific story in vivid, consumer-di- 
rected terms. Once this basic idea 
was born, the Waldorf affair began 
to take shape. 


> Selling the idea to the client was 
no problem once the basic objec- 
tives were outlined and the costs 
were shown to be relatively low. In 
presenting the case to Pfizer, three 
principal advantages of the Waldort 
event were outlined. 

e Pfizer's leadership in the agricul- 
tural field would be further en- 
hanced 

e Agriculture as a 
benefit. 

e Pfizer would receive an immedi- 


whole would 


ate return in the form of spot news 
coverage 


>’ Once Pfizer accepted the basic 
plan, the next step was to get the 
ball rolling. First, a realistic target 
date was agreed upon for the event 
Late February was chosen, as that 
time would not conflict with tight 
Christmas schedules. As it was early 
November when the plan was con- 


Members of the Pfizer board of directors get 
a chance to meet some of the end-users of the company products 


Destination Achieved These fine pigs 
leave their crates for the pens in the 


Waldort’s grand ballroom 


ceived, there remained nearly fou 
months for active preparation. 

A general theme was next worked 
out, the primary criterion being that 
it had to be meaningful to the gen- 
eral public. The theme developed 
in conference with Pfizer was: 
“From Test Tube To Table, Science 
Revolutionizes Agriculture.” 

The consumer angle was that sci- 
entific progress is helping to hold 
retail food prices in line. To sup- 
port this claim, there were figures 
showing that without the advances 
of the past 40 to 50 years in agricul- 
ture, food prices today would be 
many times higher than they are 


> To dramatize this idea, it was de- 
cided to use a comparative tech- 
nique throughout the exhibits them- 
selves. Animals raised and fed by 
modern methods 


were penned 


alongside “controls’—other animals 
selected to show how much smallei 
stock fed by 


would be 


antiquated methods 

Having set the date, the theme, 
and the method of communication, 
the next step was the selection of 
a place. The Waldorf-Astoria was 
What 
more unlikely spot could one find 
to quarter 200 animals? 


chosen for obvious reasons 


At this point division of respon- 
sibility between Pfizer and Walk- 


er & Crenshaw personnel was care- 
fully worked out to avoid any slip- 
up in planning or logistics. 

One of the most vital elements 
was the compilation of a great mass 
of figures to support the basic fact 
that food is still one of today’s bet- 
ter buys. This responsibility was 
handled by Walker & Crenshaw’s 
Washington office, where invaluable 
assistance was enlisted among stat- 
isticians in the Departments of 
Agriculture and Labor. Without 
these government figures, which in 
some cases had to be compiled from 
scratch, the story could never have 
been told. 


>In the drive down the home 
stretch, there were a number of 
major tasks. Arrangements had to 
be made with the Waldorf. The ani- 
mals and display equipment had to 
be brought into the hotel and set 
up. Guest lists of newsmen and 
VIPs had to be made up, invitations 
drafted and mailed, follow-throughs 
made. A press kit had to be pre- 
pared. And of course the event had 
to be carried off with the profes- 
sional touch demanded 


To make sure that everything 
went according to plan, a special 
session was held in early December 
at which the object was to antici- 
pate any and all problems. that 
might arise. For instance, it was 
obvious that some sort of official 
clearance was needed to bring ths 
animals into the city and bed them 
down in a residential hotel. Respon- 


sibility for checking and follow- 


through on this was assigned to one 
of Walker and 


members. 


Crenshaw’s | staf 
Another Wé&C staffer was as- 
signed the job of making all of the 
necessary arrangements with the 
Waldorf management. Involved _ in 
this was a luncheon for about 300 
persons as well as an open cocktail 
party 

It was gratifying to find that the 
Waldorf personnel viewed this ex- 
hibit no differently than they would, 
say, a DAR tea party. It was just 
another job as far as they were con- 
cerned. They carried off their part 
with an obvious flair for showman- 
hip and with cool-headedness. 


> The event made it very clear that 
advance planning in detail, with an 
eye on all possible pitfalls, pays off 
manyfold in the end 

The assorted animals, chickens 
and turkeys were brought in aboard 
trucks complete with crews of han- 
dlers. Their arrival in New York 
was anticipated a few days be 
the event itself 


lore 
and arrangement 


were made for the “transients” to 
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be quartered at Rutgers University’s 
agricultural station in nearby New 
Jerse . 
Special pens for the animals and 
other display materials were made 
up mn 
Pfizer 


advance (in sections) at a 
plant in Brooklyn 


> The guest list was prepared about 


a month before the show. Pfizer 
President John E. McKeen invited 
the board of directors to attend in 
a body. Pfizer International planned 
a separate tour and luncheon for 


agricultural embassies 


attaches of 
and consulates around the globe as 
well as interested persons from the 
United Nations 

W&C compiled separate lists of 
guests to represent large food com- 
panies in the New York area, ma- 
}O!r reti il food chains, and college 
and high 


chool members 


faculty 
with an interest in food, science and 
iwriculture. Finally, the guest list 
vas extended to include mem- 
vers of the business and financial 
ommunity in Wall Street. 

Personal contacts were made well 
in advance with all radio and tv 
shows whose format offered any 
possibility for using segments of the 
event. This included local as well 
as network outlets. 

The next step was the drafting 
of a letter of invitation to newsmen. 
These were mailed along with a re- 
ply form and a self-addressed reply 
envelope 


> Invitees were offered a choice of 
times between 11 am and 4:30 pm 
for arrival at the hotel as well as 
the opportunity to state preferences 
in subject matter for photo cover- 
are 

This invitation was followed with- 
in a week by a second, briefer let- 
ter pointing out some of the special 
features of the event. Then, to make 
sure of the fullest possible attend- 
ance, the entire press, radio-tv and 
newsreel guest  list—about 250 
names long—was divided among 
W&C staffers to make last-minute 
telephone calls. 

Those who had already accepted 
were reminded that they 
were expected. Others were literal- 
ly sold over the phone. 


simply 


Metropolitan news, television and 
newsreel camermen were tipped off 
the day before the event that the 
animals would check in at the Wal- 
dorf at 6 am the next day so they 
could get footage and photos of the 
unusual trek to the 
desk 


registration 


> Originally, the whole press kit 
was planned around the basic story 

what scientific progress has done 
farm production 
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to control costs 


with the result that food is one of 
today’s better buys. 

This story was aimed at house- 
wives through women’s and food 
editors. But as the scope of the show 
expanded so did the need for mak- 
ing material in the press kit fit the 
othe : 


purposes of categories of 
newsmen. 

Eventually, the kits were sep- 
arated into four distinct types: 
@ radio-tv newscasters, columnists 
and feature writers 
© business and financial writers 
® food and women’s page editors 
® agricultural and other trade pub- 
lication writers 

Women’s and food editors, for ex- 
ample, received a series of foreign 
recipes all built around the use of 
caponettes—a poultry specialty re- 
sulting from the use of a 
product. 


>fizer 


Business and _ financial editors 
with a 
charts showing, among other things, 


that the price of food 


were provided series of 


according to 
the government's Cost of 
Index 


Living 
actually has gone up much 
less on a percentage basis in the last 
10 years than have the prices of 
fuel, rents, housing and other fam- 
ily necessities. There was also a 
prediction that sales of Pfizer’s Ag- 
ricultural Division will reach $50 
million a year by 1965. 

A special release on Elmer, a live 
steer with a “porthole” in his side, 
and other novel animals and equip- 
ment at the show was prepared for 
feature writers, and so on. 


>» W&C proposed that the livestock 
and poultry be shown in surround- 
ings as nearly similar as_ possible 
to those at the Pfizer Farm. The 
gilded pillars and crystal chandeliers 
of the ballroom provided an in- 
teresting contrast. 

Each corral, pen and cage was 
surmounted by a 4x5’ black-and- 
white enlargement of the quarters 
usually occupied by the livestock 
or poultry concerned. In addition, 
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” a MAN OF 
o> ESPONGBILITY 


Looks like McDivit is bucking for a 
raise again! 


there was a large multi-unit display 
of color transparencies of labora- 
tories and major buildings to give 
the guests the actual “feel” of this 
unusual farm. 

Again and again it was empha- 
sized that the 200 birds and animals 
brought to New York were but a 
typical sample of the 7,000 which 
inhabit the Pfizer Farm on an aver- 
age day. 

In addition to the live animals 
there were comparative displays of 
whole sides of beef as well as cuts 
of beef and pork to demonstrate 
what scientific progress has done to 
give the consumer more succulent 
meat for his dinner table. 


>’ To facilitate movement through 
the display area, W&C suggested 
that the 
groups of not more than 10 persons 
Each group was assigned a “tou 
guide” to steer a fixed course from 
display to display. 


guests be assembled in 


This way, each guest was assured 
of seeing everything and of hearing 
the full explanations given by sci- 
entists at each exhibit. Since this 
was largely a non-iarm audience, 
the agency insisted that all of the 
lecturers use layman’s language 
throughout with only vital over-all 
statistics used, and then only in 
terms of retail prices. 

Pfizer prepared a memo to its 
participating scientists 
this and _ suggesting 
“patter.” 


explaining 
appropriate 


> With the event itself successfully 
concluded, the agency began an im- 
mediate follow-up. Press kits were 
mailed to all of those unable to at- 
tend and to a group of top agricul- 
tural thought leaders. 

A large segment of the general 
consumer and business press is 
now, for the first time, put in a 
more receptive frame of mind re- 
garding stories about agriculture. 
The agency’s purpose is to keep 
these media interested in reviewing 
other stories about Pfizer and ag- 
riculture in general 

There is no doubt that the Wal- 
dorf event was an immediate suc- 
cess in terms of spot news coverage. 
More importantly, it seems likely to 
achieve the long-term goal—that of 
creating a more informed and 
friendly attitude of the press toward 
all of agriculture and toward Pfizer 
as a leader in the field. 

Without question public relations 
of the “special events” type helped 
in this instance to shorten the time 
in which ultimate goals can be at- 
tained. The idea worked well for 
us. There is no reason why it will 
not do the same for others faced 
with a similar situation. 44 
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~ eet . 
Accounting Machine 


motior nN more than 


translate the inf interesting 


int a form that | 1 were btaine 


national 


How to Get Facts from Figures 


Figures can be turned into valu- 
able public relations material, 
provided you can handle them 
properly. First Federal of Chi- 
IBM 
and got both local and national 
publicity. 


cago used its installation 


figures, 
too often looked on as dull material 
to be avoided by 


Operating statistics and 
publicity people, 
can produce excellent stories for the 
man who them closely. 
Kenneth L. Virch, public relations 
officer of the First Federal Savings 
and Loan Assn., Chicago, 
this recently. 


watches 


proved 


Ken Virch is one public relations 
man who believes it is possible to 
find a valuable story just anywhere 
in any organization. So he had made 
it a practice to comb through his own 
organization, department by depart- 


ment, at regular intervals. The story 


which has recently done best in 
terms of publication space and addi- 
tional public relations value turned 
up when he was prospecting for ma- 
terial in the Association's IBM de- 
partment. 

Now, Ken Virch doesn’t pretend 


to know any more about electric 


accounting machines or procedure 
than the average p.r. man. But he 
was astute enough to have realized 
that editors and readers are inter- 
ested in good stories on population 
or purchasing trends. 


> In talking to his firm’s accounting 
personnel, Mr. Virch learned that 
their most recent job had been to 
convert the processing of home im- 
provement loans from counter ma- 
chines operated by tellers to an 
IBM system. Looking in just a little 
deeper, he found the punched card 
system was accumulating statistics 
on home loan borrowers which were 
staggering in their completeness. He 


found that the punched codes in the 
cards contained: 


@ Full data by 
ent classifications 


almost 30 differ- 

of the type ol 
improvement tor which each loan 
was being used 


e The area 


of the home which was being im- 
proved 


closely pinpointed 


e The type of structure on which 
the improvement was being made 


with the 
normal statistics of the amount of 


These facts, togethe1 
the loans, the size of 
length of the 


cidence of loan delinquency, added 


payments, 
loans, and the in 


up to a picture which, he reasoned 
should be of interest and value 
both newspaper and news magaz 
editors. 


> Having discovered this p 
Ken Virch took it directly 


ton Bodfish, chairman of 
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and president of First Federal Sav- 
ings. Laying his plan on the line, 
Mr. Virch asked for permission to 
get the IBM department to make a 
full statistical rundown on its home 
improvement loan cards. He ex- 
plained that his plan would call fo 
the publication of complete data on 
First Federal’s home loan picture if 
it were to do any good at all. In the 
past year, First Federal has granted 
more than 21,000 loans, with more 
than 8,000 

accounted for under recently in- 
stituted IBM procedures. 

Since First 


or a good cross-section 


Federal is far and 
away the largest association of its 
type in Chicago, and the fifth largest 
in the nation, M1 
that editors would accept its statis- 


Virch reasoned 


tical summary as a valid cross-sec- 
tion of home improvement and even 
credit activity. Without permission 
to use the statistics in full, however, 
he explained that he would only be 
inciting questions for which he 
would have to refuse answers 
putting him in a position where the 
survey would create more enemies 
than friends 

Mr. Bodfish’s answer was that 
First Federal Savings is a public in- 
titution and that any of its 125,000 
investors (the largest group of sav- 
ers in the country) was entitled to 
this data. With this outlook, Mr. 
Bodfish doesn’t try to shroud any of 
his operations in secrecy. Mr. Virch 
was given an open door 


> For First Federal’s accounting 
personnel, preparation of the statis- 
tics which was called for was rel- 
atively simple. Even allowing that 
there were more than 8,000 cards to 
begin with, the job was reduced to 
simple proportions by equipment 
which sorts them at the rate of 600 
per minute and which prints data 


Rapid Computer This machine per- 


forms thousands of calculations a second 
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Grist for the Mill 


The trays of cards were brought to the accounting machine in- 


stallation on carts. It took just two days to digest the figures on 8,000 cards 


from them at the rate of 150 lines 
per minute. 


Data included: 
e Breakdowns on the 
dealer and direct loans. 
e The average term of the loans. 
@ The average amount and monthly 
payment. 


number of 


© The location of the property, with 
10 area breakdowns. 

® The type of building, in eight 
classifications, on which the im- 
provements were being made. 

® Type of improvement, broken in- 
to 27 separate categories. 


Mr. Virch had all of his figures 
two days after he asked for them, 
even allowing that the IBM crew 
had to sandwich his request in with 
their regular accounting work. 


> When released, the First Federal 
loan statistics proved an extremely 
valuable analysis of how and where 
Chicagoans had allocated some $12.3 
million in making their homes more 
livable. As it turned out, this was 
the first comparable report ever re- 
leased. Space was devoted accord- 
ingly. 

Mr. Virch’s release was put out as 
a package which was led off by a 
three-typewritten-page news story 
summarizing the findings. This was 
backed, however, by two pages of 
solid statistical tables giving the 
total picture of the IBM synopsis so 
that editors could do their own 
analyzing. 

Results: more placement than 
from any other single news release 
since First Federal opened its large 


downtown quarters several years 
ago. Lengthy stories were carried 
in all four metropolitan dailies. The 
Sunday supplements of the Chicago 
papers worked the data over from 
several different angles. Time and 
other national publications picked 
up data from this release. 

Benefits also went further than 
placement space. Inestimable good 
will was created among a number 
of prominent public and private 
concerns who requested copies of 
the report for guidance of their own 
planning staff. The major utility 
serving Chicago, for example, 
vanted figures on remodeling activ- 
ities which would affect its sales 
and planning programs. The promo- 
tion departments of all the newspa- 
pers are now using it as a basis of 
their sales presentations. 


> Adding it all up, Ken Virch 
started with a good story which was 
carried further to make First Fed- 
eral a byword in the improvement 
of Chicago area homes. 44 


No, I’m not interested in any 
whole beef pack . 





By Robert B. Konikow 
AR Managing Editor 


If you buy printing 
adman does not? 


and what 
then you buy 
composition. And while the techni- 
calities of typesetting can be left to 
others, the adman who knows what 
the technicians are talking about is a 
better buyer. 

What the technicians are talking 
about today is photocomposition 
the setting of type by photographic 
techniques. Its purpose is to make 
printing more economical, to bring 
you better quality typesetting at a 
lower cost. 

This is often called “cold type” to 
distinguish it from type which has 
been cast from molten metal, but 
cold type is too broad a term; it 
covers too much territory to be eas- 
ily encompassed in a single report 


> John Porter, a vice-president of 
American Type Founders, described 
five types of cold composition before 
the 39th convention of the Intl. Assn 
of Printing House Craftsmen, in 
these terms: 

“The first classification is hand- 
lettering 
which 


. a manual operation in 
standard lettering sets o1 


drafting equipment is employed. 


Letters are inked on paper. The re- 


of Cold Type 


New techniques are being developed to produce body copy 


that is clear to read and attractive to look at, without going 


through the intermediate stage of casting letters in metal. 


sult must be photographed to obtain 
the necessary film negative. Forming 
individual characters manually is 
reminiscent of composition before 
Gutenberg. 

“The second classification is hand- 
setting cold type in which individual 
typographic characters previously 
printed on paper or film are util- 
ized. 

“The characters are selected by 
hand and pasted or stripped together 
to produce the material contained in 
the original copy. 

“This process can be described as 
a good example of an attempt to 
duplicate the handsetting of metal 
type by employing paper or film 
characters. 

“The third classification is photo- 
lettering, which consists of compos- 
ing type photographically on film on 
paper and manually trimming, strip- 
ping or pasting individual lines in 
the desired ad or page arrangement 

“The fourth is typewriting. While 
standard typewriters can be em- 
ployed, they all do not provide dif- 
ferential spacing, line justification, 
variable leading between lines o1 
changes of font or type size within a 
line. There are some typewriters, 
however, that do have one or more 
of these features. 


“The fifth classification is photo- 


typesetting, whose goal is to provide 
a composition system that is more 
compatible with photo-mechanical 
printing (lithography, gravure and 
photoengraving) than is our present 
composition method.” 


>» The first three of these classifica- 
tions cover, on the whole, techniques 
primarily designed for display type. 
The last two, on the other hand, are 
especially suited to body copy, and 
it is with these that this report will 
be concerned. Cold type methods for 
headlines will be discussed in later 
articles in AR. 

The least expensive way of repro- 
ducing type matter is the familia 
typewriter. It has a number of ad- 
vantages. There are many who are 
familiar with the machine, and there 
are lots of machines available at a 
reasonable Every office has 
some of each. It is fairly fast in pro- 


cost. 


duction, and therefore low in cost 
But its output is not wholly satis- 
factory. The older fault of letters of 
varying blackness has been over- 
come by the newer electric type- 
writers with carbon paper ribbons. 
The letters produced by these ma- 
chines, offered by a number of man- 
ufacturers, are clean and 
They will reproduce well. 


The next objection to the standard 


sharp 
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Crickin’ 
om LT 
KLEEN*STIK 


A Medal for MACY'S 


Nobody but nobody thinks 


items, to be 


labeled 


100th Anniversary’’. To label 
variety of sizes, shapes, and 


Agent, thought of Kleen-Stik 


tight on any surtace 
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Sur :] 


P.O.P. ideas 


Featuring the World's Most 


Versatile Self-Sticking Adhesive! 


’ 


IDEA NO. 146 


MARSHALL “Stars” with 
KLEEN-STIK 


Every boy (even grown-up ones! 
wants to be a western Marshal, 
complete with badge. Customers of 
Marshall Ventilated Mattress 
Co., Ltd., of Ajax, Ontario, got 
their chance at a recent convention, 
with this clever “‘Marshall’’ badge 
printed on new Kleen-Stik 
**Lapel-Stik”’ in silver foil. Special 
self-sticking adhesive holds on coat 
lapel with a quick peel-an’-press 
won't harm clothing . . . eliminates 
»ins, clips, etc. Gordon Couper, 
Marshall’s Ad Mgr., worked out 
this “‘star’’ idea with Bob Elgie 
and Fred Shaw of R. G. McLean 
Limited, Toronto. 


For more and better sales, 
hiteh vour wagon to the 
Kleen-Stik “‘star’’. Your reg- 
ular printer, lithographer, or 
silk-screener can show you a 
whole constellation of won- 
derful display and label ideas! 


IDEA NO, 145 


up 
cleverer promotions than Macy's, 
New York department store extra 
inaire. For its Centennial, buyers 
had suppliers create many special 
Exclusive 

Created Especially for Macy’ 
the 


ma 
terials, Irma Stein. Purchasing 
the 
pecl-an’-press adhesive that sticks 
Morris Ros- 
enblum, Macy's Creative Adver 
tising Administrator, did the deli- 
cate de sign, handsome ly exec uted 
on Gold Foil by Herb Rothehild of 
Rothehild Printing Co., NYC. 
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KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 
for Advertising and Lebeling 


7300 W. Wilson Ave. © Chicago 31 
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typewriter, electric or not, is that 
each letter occupies the same amount 
of space horizontally. Or rather, that 
the letters are spaced out at equal 
intervals, regardless of the amount 
of space each letter requires. The 
total effect of a page of typewriting 
is not, for this reason, pleasing. The 
letters are lined up one on top of 
another, rather than in random 
fashion 

In addition, since only whole units 
of spacing are used, it is impossible 
to make all lines come out the same 
length. The only way to justify a 
page of typing is to type a second 
time, and add enough spaces to each 
line to bring it out to the desired 
length. This, of course, gives a spotty 
appearance to the page. 

To meet these objections, manu- 
facturers have come out with elec- 
tric typewriters with variable or 
proportional spacing. In these mod- 
els, each letter gets the space it 
needs. There are currently five of 
these machines on the market. 


> Simplest are the IBM Executive 
and Remington-Rand’s Statesman. 
To justify copy on these machines, it 
must be typed twice. The first time 
is to see how short the line falls of 
the desired length. The second time 
through, the required space is added, 
preferably in small units, between 
words, to even up the lines. This re- 
quires some mental calculations on 
the part of the operator. 

Both these machines are available 
in a fairly large variety of typefaces. 
Currently, IBM offers 13 and Rem- 
ington 6, although both companies 
add to their listings from time to 
time. But once you have selected the 
face you'd like to have, you cannot 
change and must produce all of your 
text matter in this same design. 


> The ability to change typefaces is 
one of the features of the Vari-Typ- 
er. Instead of putting each letter on 
a separate key, as do all regular 
typewriters, including the two de- 
scribed above, this machine casts an 
entire alphabet, with its auxiliary 
characters, on one curved piece of 
metal, which fits onto a cylindrical 
part of the machine. 

This system makes it a simple 
matter to change typefaces. The cyl- 
inder itself holds two sets of letters, 
which can be interchanged with a 
twirl of a knob, and it takes only a 
second or two to remove one of the 
fonts and replace it with another. 
Approximately 1,000 fonts are avail- 
able. 

Justification on the Vari-Typer is 
automatic. As with the two other 
machines, copy must be typed twice. 
The difference is that the machine, 


For Further Information 


On the IBM “Executive”’.. . 
Circle 201 on Readers’ Service Card 


On the Remington-Rand ‘‘Statesman”’ 
Circle 202 on Readers’ Service Card 


On the Vari-Typer . 
Circle 203 on Readers’ Service Card 


On the Justowriter . 
Circle 204 on Readers’ Service Card 


On the Fotosetter . 
Circle 205 on Readers’ Service Card 


On the Monophoto 
Circle 206 on Readers’ Service Card 


Or the Photon 
Circle 207 on Readers’ Service Card 


On the Typesetter 
Circle 208 on Readers’ Service Card 


on the second time through, will di- 
vide the needed space and add it 
equally to the spaces between words, 
taking this information as the line is 
typed the first time. 


> The Justowriter uses a pair of ma- 
chines, each looking and operating 
something like an electric typewrit- 
er. The first of the two machines isa 
recorder, which types copy and 
which, at the same time, punches a 
tape. Spacing and justifying infor- 
mation is included on the tape, and 
corrections can also be made easily. 
The reproducer takes the tape, and 
automatically types clean, justified 
copy. The copying is fast, and more 
accurate than a second typing by 
hand. 

While recorder and reproducer do 
not have to be in the same typeface 
or size, each of them is limited to a 
single face. Altogether the Justo- 
writer is available in 11 faces, vary- 
ing from 8 point to 14 point. Most 
users order different typefaces on 
the two pieces, so they can strip in 
a different face for subheads, foot- 
notes, etc. 


>» Costs of these systems vary widely. 
The variable spacing typewriters are 
about $600. The Vari-Typer costs 
$1290 and $2500, with the more ex- 
pensive model having greater flex- 
ibility and speed. The Justowriter is 
the most expensive, a pair of ma- 
chines coming to $4850. 

Which of these methods is the best 
for you? It depends on a close anal- 
ysis of your own operations. 


e If you have a continuing flow of 
text matter, all of which can be set 
in the same typeface, the greater 
speed of the Justowriter will make 
up for its higher cost. The company 
cites cost figures for producing a 
106-page manual, which would cost 
$530 for proofs from metal type, $195 
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when double-typed on a typewriter, 
but only $63 when produced on the 
Justowriter 


e If your need is for a wide variety 
of typefaces, and you cannot be re- 
stricted to just one or two, the Vari- 
Typer is indicated 


e If you want to use the machines 
primarily as office typewriters, but 
occasionally produce copy for re- 
production, consider either of the 
electric variable spacing typewriters. 
Their lower cost makes up for their 
somewhat 


greater inconvenience in 


justification 


>’ When we move from these type- 
writers and typewriter-like ma- 
chines, we take a big step up, both 
in complexity and in cost. They are 
all photographic, and go directly 
from a film master to a print or a 
negative, ready for stripping in. In 
general, they are too expensive to 
consider unless you have enough 
composition to keep a machine busy. 
But as a buyer of printing, you 
should know about this equipment, 
what it can what 
limitations. 


do, and are its 
There are currently available five 
photosetting systems: Fotosetter 


(Intertype); Linofilm (Linotype); 
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Monophoto 
(Photon); 


Photon 
(ATF) 


(Monotype); 
and Typesetter 


> The Fotosetter is much the same 
as the Intertype, described in the 
January AR, except that instead of 
the brass matrices being shaped in 
the form of letters for casting, each 
matrix carries an inserted negative 
of a letter. When a complete line is 
set up with matrices, the letters are 
projected, one at a time, on a strip 
of film, at the rate of 480 per minute. 

Each basic font of Fotosetter type 
can produce 14 different type sizes, 
simply by changing the projection 
lens. About 200 faces are now in- 
cluded in the line, with more prom- 
ised. The machine can produce type 
in sizes from 3 to 54 points. 


> The Linofilm is a system consisting 
of four keyboard 
unit, a photographic unit, a correc- 
tor and a composer. 

The keyboard unit is built around 
a standard 44-key IBM electric 
typewriter, which gives the operator 
88 characters in a font. An auxiliary 
keyboard allows for the selection of 
point size, leading and font. With 18 
different point sizes and six 
108 combinations are possible. 

The selects the 


components: a 


faces, 


operator com- 


TO HELP YOU ACHIEVE 
SUBLIMINAL EFFECTS 
WITH TYPE 


Yes type can have a subliminal effect. It 
can help create an idea—help instill a mood 
by whispering, by shouting, by suggesting 
the subtlety of a perfume, the robustness of 
an earth-mover, the speed of a space missile. 
To help you select the right type for the right 
effect, Progressive provides one of the largest 
selections available anywhere: approximately 
6,000 sizes and fonts in monotype, linotype, 
ludiow, photo and foundry faces 
With facilities for producing repro proofs, 
negatives, positives, acetates, typehesives, 
photostats, color stats and metal and plastic 
plates .. . with 6 East Coast Branch Offices... 
with round-the-clock operation in Philadelphia 
were geared to give you complete, fast 
service. Phone or write for more information. 


PROGRESSIVE COMPOSITION COMPANY 


9th & Sansom Streets, Phila. 7, Pa. 


WaAInut 2-2711 


| 
BALTIMORE 


| 

| WASHINGTON 
SAratoga | 

| 


| RICHMOND 
EXecutive | 
| 


Milton 


7-5302 4-2771 


3-7444 


bination he wants to use, and starts 
to type. His copy appears as he 
writes, while a tape which carries all 
the information is punched. At the 
end of each line, the operator can 
punch a key to have the line cen- 
tered, set right or left, justified 
automatically between words or 
erased. He can also adjust letter- 
spacing. 

The photographic unit reads the 
punched tape, and sets type, letter 
by letter, as indicated. Each font is a 
plate about 415” square, and 18 of 
these grids can be installed in the 
unit. Changing grids is about as sim- 
ple as dropping a piece of bread in a 
toaster. Composition goes along at 
16 newspaper lines per minute. 

The third component is a correc- 
tor. This takes lines from one film 
and puts them in the first film, in 
place of corresponding lines with 
errors in the original. 

The final component, the compos- 
er, does both make-up and enlarg- 
ing. Working with copy produced on 
the composer, it can place a line of 
type where the operator wants it, 
and at an enlargement or reduction. 

This system, as we write, is not yet 
commercially available, although the 
first units are in manufacture and 
should be delivered shortly. 


> The Monophoto, a British develop- 


ment, is the basic 


Monotype 


system of the 
AR, January) 
adapted to photographic techniques 
This uses two units, a keyboard and 
a composing machine. The keyboard 
is the same as that used by the 
Monotype, which produces a per- 
forated tape which controls the com- 
posing machine. 

The Monophoto has a type size 
range from 6 to 24 point, producing 
an image on either film or paper. 
Corrections are made by scraping off 
the emulsion of a line to be cor- 
rected, and stripping in a new line 
which is held down by cement. 


(see 


>’ The Photon is an elaborate and 
flexible machine. The type is con- 
tained on a rotating matrix disc, and 
each letter is projected onto the 
film. At the operator’s fingertips are 
a standard typewriter keyboard, 
plus buttons and levers to control 
typeface selection, type size, length 
and leading of lines, justification. A 
make-up guide permits the operator 
to put a line of type anywhere on 
the page he wishes, following a lay- 
out kept before him. 

The Photon can control the com- 
position directly from the keyboard, 
or the latter can produce a per- 
forated tape which can be set in 
type later. Each 
custom selection of 


matrix carries a 
1,440 distinct 





characters and symbols, each of 
which can be reproduced in 12 dif- 
ferent sizes. 


» The Typesetter is probably the 
simplest of the photographic com- 
positors. It is certainly the smallest, 
being made up of two desk-top 
units. The first, the keyboard unit, is 
basically an electric typewriter with 
auxiliary controls, which produces a 
perforated tape and a typewritten 
copy for proofing. 

The tape is fed into the second 
component, a_ photographic unit, 
which reproduces the type on paper 
or film. It operates with discs, each 
of which consists of two fonts of type 
in one size. Changes from one face to 
another, or from one size to another, 
are quickly made by changing the 
typeface disc, somewhat like chang- 
ing a phonograph record. Ultimately, 
according to ATF, all of its type will 
be available on discs. 

The type size range is from 5 to 14 
points, and line width can go as high 
as 7144”. Early machines could pro- 
duce copy at 7,000 characters per 
hour, but later models are promised 
that will work at 10,000. 

Quality of the ATF Typesetter is 
not considered as high as that of the 
other photographic typesetters. On 
the other hand, its cost is about half 
of the next most expensive unit. It 
is also one of the easiest for which to 
train an operator. For these reasons, 
many experts feel that this machine 
may have the greatest impact of all 
the phototypesetters on the industry 
as a whole. 


> The great advantage of the photo- 
graphic typesetters is that the proc- 
ess eliminates at least one step from 
the manuscript to the finished copy. 
In lithography, for example, the out- 
put of one of the machines can be 
stripped directly into the negative 
from which the plates are made. 

With the new _ photopolymer 
plates, or even the powderless etch- 
ing techniques, (see AR, December 
1958), negatives of type, produced 
directly by any of the phototypeset- 
ters, can be used directly to make a 
letterpress plate. 

This compares with the hot metal 
steps of matrix to type to repro proof 
to negative to plate, or matrix to 
type to mat to stereo. In either case, 
the fewer steps can lead to better 
quality and less degradation. 

It will be a long time before cold 
type replaces hot type, if ever. The 
economics of equipment alone will 
prevent this. But we should be see- 
ing more and more cold type being 
used, and a general improvement in 
the understanding of this new de- 
velopment. 44 
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PHOTOCOMPOSITION 


Would you like to 
know more about tt? 


Warwick Typographers of St. Louis are 
in their eighth year of successful commer 
cial photocomposition serving outstanding 
advertisers in 43 states 

If you have never used Fotosetter 
Warwick composition you'll be surprised 
to learn of its many advantages 

Warwick combines the unusual Inter 
type Fotosetter with the typographic skill 
of more than 35 years of hot metal 
experience to bring you the finest in 
Photocomposition 

The superb quality plus the advantages 
of increased flexibility make it a valuable 
tool you can really use. If you need photo 
repros for pasteup, film for platemaking 
large type or small, a little or a lot, you 
can have them the Fotosetter/Warwick 
way 

For more information on how this new 
method can serve you, write or phone us 
Warwick Typographers, Inc., 920 Wash 
ington Ave., St. Louis 1, Mo 


Send for Free Photographic Type Book 


WIMMLMILLL ILS Ay, 


Read-Me-First) Mit type 


pictures on your ENVELOPE 
(and letterheads, too!) IN SECONDS! 


FREE KIT when requested on roms of 
business letterhead cradinte 
Top quality . . . bottom prices ee 
o be the I nest, 
Colortone piss ey ee ee 
Color Stationery Speciolists ae 


or order direct only $7.50 
2412-24 17th St. N.W., Wash. 9, D.C 


CUyytttttittptfA HABERULE 


BOX AR-245 + WILTON + CONN, 
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Operation Alpha Probes 
Alphabet’s Legibility 


How legible is the English alpha- 
bet? 
Not 
R. E 


attempting 


content to tret 
Van Rosen Corp., 
to find 


an engineering 


and wonder, 
New York, is 
Van Rosen, 
research company, 
“Alpha” 
and, in the course of the project, will 
evaluate the legibility of all letters 
of the alphabet in various typefaces 
the 
made avail- 


out 


has embarked on 


project 


and sizes Upon completion of 


will be 


advertising 


proje t, charts 


able to and 


agencies 
packaging organizations 
Van Rosen is 


irements by 


conducting the meas- 
the 
a device which 


means ol “video- 


metric comparator,” 
the company both manufactures and 
markets. The comparator is a legibil- 
ity-te the prin- 
ciple of light affecting the transpar- 


ting unit based on 
ency of materials. Briefly the process 
by which the machine works is this 

The ad, package or other material 
to be tested for legibility is set up for 
viewing with lights placed in front 
and behind. When frontal lights are 
the material 
looks opaque to the human viewers 
seated before it. Gradually, frontal 


on at top brilliance, 


“‘Where typesetting is stil! an art’ 


lights are dimmed and back lights 
increased in brightness. At the point 
at which a line of type becomes vis- 
ible, the visibility is measured and 
recorded on the machine. As other 
sections of the test material become 
visible, they too are recorded. 


> As for general legibility of letters 
of the alphabet, some progress has 
been made. Two letters have already 
walked off with top honors. They are 
O and X. 

And, on the basis of this, what is 
the most legible word in the English 
language? You guessed it—OX. 44 


Color Keynoted In New 
Letterhead Sample Kit 


A letterhead sample kit featuring 
unusual combinations of design and 
has been compiled by Fox 
River Paper Corp., Appleton, Wis. 
The kit, designed to showcase the 
company’s new Fox River laid line, 
is also intended as an 


color 


idea starter 
for anyone interested in improving 
his own letterhead design. 

The laid line, the company 
explains, has been developed to pro- 


new 


vide a range of colors more suitably 


POWERFUL EY PERSUADER 


a SERVICE-SET ad 


Ss of your ads and mailers are susceptible to the 


rf ) ryt / 
influence Oj; your 


) message 


je 


take chances, be sure 


your message reflects your best with typography by 


SERVICE. Service Typc 


at helping make ads sparkle with the right type treatment 
A trial will convince you... CALL 
SERVICE TYPOGRAPHERS, !NC., 723 


pJil 
f 


graphers are efficient and skillful 


ile 


SO. WELLS S1 


(Zo 


CHICAGO 7, ILLINOIS... Phone HArrison 7-8560. 
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fitted to letterhead design and appli- 
cation than colored bond grades 
currently available. Entitled “The 
Power of Color,” the kit offers ten 
sample letterheads, most of them on 
tinted stock, with one or more extra 
colors introduced in the letterhead 
itself. In instances, 
envelopes are included. 
Accompanying the samples is a 
guide which tells the stock used for 
each letterhead and the printing 
method applied. In each case, the 
guide lists other types of business 
or industry for which each particu- 
lar stock would be 


some matching 


appropriate. 


. for more details circle 225, page 117 


Type Brochure Features 
Design Within Design 


which doubles as a 
typeface specimen book and a study 
in design in its own right has been 
printed by American Type Found- 
ers, Elizabeth, N. J., as a showcase 
for its line of Craw Clarendon faces. 
In addition, it features specimens of 
the work of six leading designers. 

The designs featured in the 12- 
three-color brochure are 
specimens in which a Craw Claren- 
don was chosen as an integral part 
of the The and 
their specimens featured include 
Will Burtin, sample ATF advertise- 
ments; Robert Gage, a department 
store ad; Morton Goldsholl, a Kim- 
berly-Clark booklet cover; George 
Giusti, an Art Directors Club An- 
nual cover; Ray Komai, an Archi- 
tectural Forum and Brad- 
bury Thompson, cover for a 
Westvaco external. 

The brochure itself was designed 
by Freeman Craw, art director and 
vice-president, Tri-Arts Press, New 
York, and designer of the Craw 
Clarendon group. 


A brochure 


page 


design. designers 


cover, 
the 


. for more details circle 226, page 117 


That's what | like about you Alice, 
your open type face. 
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’ THE PARADE OF CHAMPION MERCHANTS 


QUALITY HOUSES THAT OFFER A QUALITY LINE OF PAPER 


ALABAMA 


The Whitaker Paper Co 
The Partin Paper Co 
W.H. Atkinson. Fine Papers 


ARIZONA 


Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 


ARKANSAS 
Roach Paper Co 


CALIFORNIA 


Blake, Moffitt & Towne 
Biake, Moffitt & Towne 
Carpenter Paper Company! 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company! 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 


COLORADO 


Carpenter Paper Co.* 
Graham Paper Co 


CONNECTICUT 


John Carter & Co., Inc 
John Carter & Co., Inc 


DELAWARE 
Whiting-Patterson Co., Inc 


DISTRICT OF COLUMBIA 
The Whitaker Paper Co 


FLORIDA 
The Jacksonville Paper Co./ 
The Everglade Paper Co 
The Central Paper Co 
The Capital Paper Co 
The Tampa Paper Co 


GEORGIA 
The Whitaker Paper Co.1 


The Macon Paper Co. 
The Atlantic Paper Co 


IDAHO 


Blake, Moffitt & Towne 
Carpenter Paper Co 


ILLINOIS 
Bradner Smith & Company"! 
Dwight Brothers Paper Co.{{ 
Parker, Schmidt & Tucker Paper Co 
Charles W. Williams & Co.* 
Decatur Paper House, Inc 
Peoria Paper House, Inc 
Irwin Paper Co. 
Cc. J. Duffey Paper Co 


INDIANA 


The Millcraft Paper Co 
Indiana Paper Co., Inc 


IOWA 
Carpenter Paper Co. 
Pratt Paper Co. 
Carpenter Paper Co. 


KANSAS 
Carpenter Paper Co. 
Southwest Paper Co. 


KENTUCKY 
The Rowland Paper Co., Inc. 


LOUISIANA 
The D & W Paper Co., Inc. 


MAINE 
John Carter & Co., Inc 


MARYLAND 
Garrett-Buchanan Co 


The Whitaker Paper Co. 


MASSACHUSETTS 


John Carter & Co., Inc. 


The K. E. Tozier Co.* 
John Carter & Co., Inc 
John Carter & Co., Inc 


MICHIGAN 


The Whitaker Paper Co 
Central Michigan Paper Co 


MINNESOTA 


C. J. Duffey Paper Co 
Inter-City Paper Co. 
C. J. Duffey Paper Co 
Inter-City Paper Co. 


MISSISSIPPI 


Jackson Paper Co 
Newell Paper Co 


MISSOURI 


Carpenter Paper Co 
Midwestern Paper Company! 
Acme Paper Co 
Shaughnessy-Kniep-Hawe 
Paper Co 


MONTANA 


Carpenter Paper Co 
Carpenter Paper Co 
Carpenter Paper Co 


NEBRASKA 


Carpenter Paper Co 
Carpenter Paper Co 
Carpenter Paper Co./ 


NEW HAMPSHIRE 
John Carter & Co., Inc. 


NEW JERSEY 


Central Paper Co 
Central Paper Co 


NEW MEXICO 
Carpenter Paper Co 


NEW YORK 


Hudson Valley Paper Co. 
Stephens & Co., Inc 
Hubbs & Howe Co 
The Millcraft Paper Co 
Aldine Paper Company! 
Forest Paper Co., Inc. 
Holyoke Coated & Printed 
Paper Co.* 
Milton Paper Co., Inc 
Paper Sales Corporation! 
Pohiman Paper Co., Inc 
Reinhold-Gould, Inc 
Royal Paper Corporation 
The Whitaker Paper Co 
Charles W. Williams & Co.* 
Bulkley Dunton (Far East)? 
\Bulkiey Dunton S. A.i 
) Champion Paper Corp., S.A. 
Champion Paper Export Corp.t 
Genesee Valley Paper Co. 


NORTH CAROLINA 


Henley Paper Co 
The Charlotte Paper Co 
Epes-Fitzgerald Paper Co 


OHIO 
The Millcraft Paper Co. 
The Cincinnati Cordage & 
Paper Co. 
The Queen City Paper Co.* 
The Whitaker Paper Co. 
The Millcraft Paper Co. 
Sterling Paper Co. 
The Cincinnati Cordage & Paper Co. 
Sterling Paper Co. 
The Milicraft Paper Co. 


OKLAHOMA 
Carpenter Paper Co. 
Beene Paper Co. 
Tayloe Paper Company 


OREGON 
Blake, Moffitt & Towne 
Carter, Rice & Co. of Oregon 


PENNSYLVANIA 
Kemmerer Paper Co 
Garrett-Buchanan Co 
Garrett-Buchanan Co. 
Garrett-3uchanan Co 
Matthias Paper Corp.* 
Paper Merchants, Inc 
Whiting-Patterson Co., Inc. 
The Whitaker Paper Co 
Garrett-Buchanan Co. 


RHODE ISLAND 
John Carter & Co., Inc. 


SOUTH CAROLINA 
Epes-Fitzgerald Paper Co. 


SOUTH DAKOTA 
Sioux Falls Paper Company 


TENNESSEE 
Bond-Sanders Paper Co. 
The Cincinnati Cordage & 
Paper Co. 
Tayloe Paper Company 
Bond-Sanders Paper Co 


TEXAS 
Kerr Paper Co 
Carpenter Paper 
Carpenter Paper 
Carpenter Paper 
Carpenter Paper 
Carpenter Paper 
Carpenter Paper Co 
Southwestern Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co 


UTAH 
Carpenter Paper Co. 
Carpenter Paper Co 
VIRGINIA 
Epes-Fitzgerald Paper Co 
Epes-Fitzgerald Paper Co. 
WASHINGTON 
Blake, Moffitt & Towne 


Carpenter Paper Company} 
Blake, Moffitt & Towne 


Spokane Paper & Stationery Co 
Blake, Moffitt & Towne 
Carpenter Paper Co 
WEST VIRGINIA 
The Cincinnati Cordage & 
Paper Co 
WISCONSIN 
Dwight Brothers Paper Co. 
CANADA 
Blake Paper Limitedt 


THE CHAMPION PAPER AND FIBRE COMPANY 


General Office: Hamilton, Ohio 


Mills at Hamilton, Ohio . . . Canton, N, C Pasadena, Texas 
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Thirteenth in AR’s series on external publications 


How House Organs 


Reach a Farm Audience 


Rural audiences are pri- 
marily concerned with 
their own interests, and 
any program designed to 
reach them must be tail- 
ored specifically for each 
group. 


By Phil Seitz 


There is nothing academic about 
the job expected of its house organs 
by the feed division of Albers 
Milling Co., a division of Carnation 
Co. 

Although the company publica- 
tions are a responsibility of the ad- 
vertising department, a program of 
frequent and continuing checks of 
their effectiveness is carried out by 
the sales department and the mar- 
ket research department. The final 
results of tests and checks are evalu- 
ated very critically, then given to 


the advertising department, and are 
a factor when budgets are con- 
sidered annually 


> The Albers feed advertising divi- 
sion publishes a total of eight exter- 
nal house organs. Of these, six are 
very highly specialized with each 
appealing to a specific type of farm- 
er-feeder. All run under the general 
designation of Albers Research 
News, with the specific field indi- 
cated in a subtitle. Page size is 
815x11”, with each running an aver- 
age of 16 pages. 

These publications, and their cir- 
culation are as follows: 
@ Rabbit Family Edition, national, 
three times a year, 10,000 copies 
e Milk Farm News, for Holsteins, 
three times a year, 15,000 
® Beefy’s Edition, two issues a year, 
15,000 
® Dairy Edition, regional, two is- 
sues a year, 23,000 
e Pigmaker Edition, two issues a 
year, 6,000 


@ Eggemaker Edition, thre« 
year, 30,000 
None of these publica- 


tions presumes to have 100°, cove: 


issues 
company 


age of the feeders in the fields they 
cover. Feeders on the list are 
fied in that they are prospects o1 
customers whose names have been 
supplied by Albers salesmen, or the 
result of 


quali 


“offering letters Dy the 
advertising department 


> The editorial content of each edi- 
tion of Albers Research News is 
based upon the concept that today 
farming is a very competitive busi 
ness. As Robert ‘Moore, advertising 
manager for the feed division ex 
presses it, “Today’s farmer is much 
like a factory operato! He wants to 
manufacture and produce at_ the 
lowest possible cost. The day of the 
animal or bird that ey 

so much they have 

vow they will neve: 

When an animal is rez 


ket, to market it goes 
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“When a bird does not produce, 
out it goes. But even production is 
subordinate to profits. Profits are 
the end result sought, and to attain 
this end, farming and feeding must 
be run just like any other business. 
Thus, farmers are almost more in- 
terested in what a feed does for the 
pocketbook, than what it does fo 
their livestock, although they want 
to know this too.” 


> One of the results of this accent 
on “business” is a very great inter- 
est in research. Specifically, how to 
cut feed costs which represent 60% 
of the farmer’s cost of producing 
meat, milk or eggs. This interest is 
dictated by the advances in feeding 
in recent years which have resulted 
in more and more additives and feed 
formulas to increase production and 
lower costs. 

For this reason, farmers are vital- 
ly concerned with feed research and 
want to know about it “today.” 
From this comes the standardized 
title Albers News, de- 
signed to set the proper note Edi- 
torial material is extremely factual, 
a fact which is strongly stated in 


Research 


article heads. Taking a single issue 
of the Pigmaker Edition, (Spring, 
1958), here is a rundown of princi- 
pal articles in its 20 pages: 

“Make More Profit By Weaning 
Your Pigs Earlier’; “Arsanilic Acid 

. for faster and economical gains”; 
“It Pays To Feed The Best’; “Meat 
Type Hogs Are Profitable’; a testi- 
monial from a user of Albers feeds; 
six pages, each showing a different 
program for “A Sound 
Program For Grow- 
ing . Fattening Swine”; “An Easy 
Way To Calculate Grain And Sup- 
plement Mixes”; “When To Market 
Hogs”; “Good Management Good 
Cross Pay Off.” 

Almost every one of these articles 
is based on specific research. Albers 
gets in its pitch with a very soft sell 
in that the feeds used in the re- 


feeding; 
Management 


search were Albers and a strong 
implication that the profits produced 
resulted from better feeding. Basic 
research sources are: 

1. Albers’ own 
Carnation, Wash 
2. State 
sources 
3. Field their own 
men, from small mills using thei 
products, or from farmers who have 


research farm at 


colleges and _— simila 


reports from 


kept good records on feeding results 


>’ The various editions of Research 
News are published only two or 
three times yearly for two reasons: 
1. All research articles are the re- 
sult of months, often years, of trials, 
and_ each 


article is thoroughly 


proved before publication. Thus the 
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volume of such material can be 
covered currently in this manner. 
2. Feeding problems are seasonal 
and the publications are timed to hit 
when interest in their subject matter 
is most timely. 


> A routine check is provided by 
monthly reports of salesmen. Sales- 
men use the publications as sales 
tools on their calls. Because they 
are not just a house organ, or a 
straight sales pitch, it is possible to 
ask farmers if they have seen the 
most recent issue and discuss the 
material in it. Or if the issue has not 
been seen, a copy can be left after 
important material in it has been 
pointed out and discussed. The 
monthly reports indicate the effec- 
tiveness of this tool, and the reac- 
tions of both salesmen and farmers 
to it. In addition to using the pub- 
lications in this manner, salesmen 
use them as a “warm-up” by send- 
ing them in advance of a call. 

A more specific check was made 
last year, with results and conclu- 
sions tabulated the first part of 1958. 
This was a readership survey initi- 
ated by the sales department and 
conducted by the research depart- 
ment of Carnation Co. Chosen for 
the test was the Eggmaker Edition, 
which is the oldest of all editions, 
having been published continuously 
since 1926. 

The research department was 
given one name of every ten on the 
mailing list, and a copy of the edi- 
tion for each such name. A letter 
and questionnaire were then sent by 
an outside research company with 
the copy to readers, reminding 
them they had received the edition 
30 days ago and asking them to go 
through the copy, note the articles 
of value, which were most interest- 
ing, what material was deemed 
worthless, and similar questions. 

The answers were compiled by 
the research department and com- 


Well! Now that’s what | call direct 


mail! 


pared with similar studies made for 
farm publications of two other na- 
tional companies. It was determined 
readership of the Eggmaker Edition 
surpassed competitive publications 
by 25%. Readership of the principal 
research article by E. M. Gildow, 
D.V.M., Albers feed research direc- 
tor, was 96%. Average readership 
was 76%. 


> The question as to why farmers, 
for whom there are many fine pub- 
lications, national, regional and state 

with the average farmer reading 
three such magazines—should show 
interest in Albers publications has 
always been given much thought. 

Based on the readership survey, 
and others in the past, the conclu- 
sion is reached that by the nature of 
the service they offer, farm publica- 
tions must cover all the problems 
and interests of all types of farm- 
ers. Albers Research News is de- 
voted to one subject: feeding. This 
allows Albers to cover all aspects of 
this subject in as thorough a manner 
as possible. The farmer interested in 
the type of feeding covered by the 
publication he receives, finds it the 
most thorough coverage of that sub- 
ject he can get anywhere. 


» Another type of check is made to 
verify reader interest, and to feed 
prospects to salesmen. The list for 
each edition has a select group of 
top prospects. In advance of publi- 
cation these prospects are sent a 
letter highlighting the material in 
the edition, and offering an advance 
copy. 

When such requests are received, 
a card is made out in three copies: 
one for the home office, one for a 
tickler file, and one for the salesman 
concerned. The salesman is asked to 
fill in the card with information ob- 
tained in making a call and present- 
ing the advance copy requested. 

In a recent check of the Eggmaker 
Edition, some 3,000 prospects were 
sent such an “offering” letter, with 
a return of 17%. This provides what 
are considered self-qualified leads 
for salesmen, important in control of 
sales costs. An Albers salesman can 
drive 200 to 300 miles a day to call 
on eight or 10 prospects, many of 
these being cold turkey calls. These 
are not as productive as four calls 
on farmer prospects who have qual- 
ified through their interest in Albers 
feeding programs by requesting its 
publications. 


>In 1957, two new 
were 


publications 
started. The first is Feed 
Profits, a four-page, 8x10”, two- 
color, news-type quarterly publica- 
tion. This is designed to keep deal- 
ers who handle Calf Manna _ in- 





formed of current sales objectives, 
what is new in promotions, current 
Albers advertising, and what is 
planned for the next quarter. 

The principal objective of this 
publication is to tie the dealer more 
closely to Albers and help him co- 
ordinate his efforts with those of 
Albers. This link with Calf Manna 
dealers is more necessary than with 
full line dealers because Albers Calf 
Manna salesmen cover three states, 
concentrate on jobbers, and call on 
dealers perhaps once a year 


> The second publication is also de- 
voted to Calf Manna, but from the 
consumer viewpoint. It is Raising 
Better Livestock, a quarterly carry- 
ing the dealer’s imprint on the front 
and back pages. Circulation is 140,- 
000. It is printed 6x9”, four pages, so 
it will not look too expensive and 
appear to be the dealer’s own pub- 
lication. Albers handles and as- 
sumes the entire expense of Raising 
Better Livestock, from _ printing 
through mailing. The only require- 
ment of the dealer is that he furnish 
the mailing list. 

The launching of this house organ 
followed a survey in 1957 which re- 
vealed that far too many farmers 
who knew of Calf Manna did not 
know who their Calf Manna deale1 
was. Thus, Raising Better Livestock 
is intended to: 


1. Make a consumer contact for the 
dealer and give him identity and 
location in the mind of his prospects. 
2. Present Calf Manna material in a 
newspaper format, briefly, and in 
such a way it can be quickly ab- 
sorbed. 

3. Take the place of a salesman’s 
call at 1/40th the cost 


Mr. Moore says, “When a beef 
rancher walks into a dealer's store, 
throws an Albers Research News 
Beefy’s Edition on the counter and 
says, ‘Ship me 10 tons,’ then both 
sales and advertising agree the 10c 
call of the Albers house organs has 
a prominent place in today’s com- 
petitive feed selling efforts.” 44 


Folder Illustrates 
Photocomposing 


A full-color folder from Dot En- 
gravers, Chicago, gives examples of 
the photocomposing process, a meth- 
od used at Dot to combine two o1 
more pieces of artwork into one 
without the costly stripping togethe 
of screened negatives 

The photographs reproduced in 
the folder were taken by Art Sinsa- 
baugh, a member of the Dot staff, on 
a recent trip to southern France 


. for more details circle 227, page 117 


rrinting, raper & Fiaremaking ©“ “3 


even bend 
and twist 


COVER 
can take it 


For fresh, crisp Sales messages that keep looking that way, ask your 
printer for handsome, rugged Hammermill Cover. He can supply 
it in 9 rich, fade-resistant colors and the popular Radiant White — 
now at the regular price. For efficient production he can select 
from 165 stock items including four weights and four sheet sizes 


a 
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DISTINGUISHED 


A Catalog 
That Looks Like 


A A lagazine 


The story of the S6H Green Stamp Catalog, whose 
recent printing constituted one of the largest business 
printing orders, and which has adopted the appear- 
ance of a general circulation magazine. 


In the few minutes it will take 
to read this 123,000 


feet of machine-finished 


article, 
90-pound 
letterpress stock will whip through 
five high-speed Cottrell presses. The 
result will be the S&H Distinguished 
Merchandise Catalog, a copy of 
which you can pick up at any of the 
more than 60,000 merchants han- 
dling S&H Green Stamps 

This catalog, whose 30 million 
print order constitutes one of the 
largest business publication orders 
in the world, demonstrates a rathe 
unusual client-agency relationship 
The client is the Sperry & Hutchin- 
son Co. The agency 1S Calkins & 
Holden, New York, which succeeded 
Seklemian & North as agency of 
record when the two merged in Au- 
gust last yeal 


>’ The current S&H catalog is the 
third of the series produced since 
M. Seklemian started handling 
produc tion. The use of color, of gen- 
eral illustration, of design has stead- 
ily grown over these years. It is now 
a far cry from what it used to be 
only a few years ago, never mind 
comparison with the early S&H cat- 


alogs, issued decades ago 
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Into the 52 colorful pages of the 
current edition are packed illustra- 
tions and descriptions of more than 
500 items redeemable for Green 
Stamps. And yet it is so carefully 
planned that it does not overwhelm 
the reader 

The latest edition is one step away 
from the dry catalog format and one 
step nearer a regular consumer mag- 
azine. For this issue includes articles 
of lasting interest, written especial- 
ly for the book by nationally-known 
authorities. Mr. Seklemian  ap- 
proached the following five people, 
and gave them carte blanche to 
write as they chose about their fa- 
vorite subject: 


e Arlene Francis, star of television, 
radio and theater, 


® George Mardikian, San Francisco 
restaurateur, 


® Edith Brazwell Evans, editor-in- 


chief, Living for 


Young Home- 


makers, 


e Dr. T. R. Van Dellen, medical 
columnist, 


® Roger C. Whitman, author, “First 
Aid for the Ailing House.” 


These articles, of permanent in- 


terest, make the list of merchan- 
dise more than a catalog, turning it 
into a “book of ideas” which helps 
build consumer desire. 


> The most significant aspect in the 
development of the catalog was the 
close relationship between the crea- 
tive staff of the agency and the vet- 
eran-buying organization of the 
client. Once the over-all approach 
had been approved, it took a lot of 
working together to carry it through 
It is here that the two organiza- 
tions showed what it means to blend 
efforts. Creative members of the 
agency met almost daily with Sperry 
& Hutchinson merchandising execu- 
tives. Buyers tracked down the ex- 
act items needed to make an idea 
page come off. Since only a fraction 
of the items carried at a redemption 
center could be shown in the cata- 
log, there was a large element of 
selection. It took close coopera- 
tion between O. C. Miller, vice- 
president in charge of purchasing at 
S&H, and Cary Neale, chief art di- 
rector at Seklemian & North 


> Since all the merchandise was to 
be illustrated photographically, 
much of the success of the book 
must be credited to the two studios 
which were given the assignment. 
The full-page illustrations were 
handled by Claire Mallinson Asso- 
ciates, New York, and the shots of 
individual items were taken by 
Vogue-Wright Studios, New York 





International Paper announces 
dazzling new SPRINGHILL, BOND 


Amazing new bond paper is actually whiter than surgical 


cotton—yet costs no more than “off-white” bonds! 


BOUT A YEAR AGO, a brilliant new bond 
\ paper started rolling off a machine 
at International Paper's Mobile mill 

It was extraordinarily white. Countless 
tests by a famous research laboratory 
proved that it was measurably whiter 


than surgical cotton, salt, even chalk! 


Extremely printable 


Springhill Bond is more than just white 
It’s level and uniform, too. And crisp. Just 
try to pick up a sheet without making a 
crackling noise! 


We insure excellent printing results by 


INTERNATIONAL PAPER 220 East 42nd Street, 


cutting a sample ream trom every reel 
and having it tested on actual printing 
presses Springhill Bond is made to orde: 
for offset and letterpress printing 

Compare Springhill Bond for white 
ness, for finish, for opacity, for “crackle.” 
We think youll agree, you just can’t offer 
your customers a finer unwatermarked 
bond. 

New Springhill Bond and Mimeograph 
are available in white and six colors in a 
tull range of stock sizes and weights. The 
Springhill line is also available in Dupli 


cator and Ledger papers. 


ae 
oy xs 
te A’? 


Look for this attractive new design. Handy 
zip” openers on 812 x 11 reams. All cartons 
polyethylene-lined to control humidity. 


New York 17, N.Y 





PENNIES 


CAN PUT FULL COLOR SALES 
APPEAL IN YOUR MAILINGS! 


Full Color envelope stuffers are 
proved sales stimulators! 


Crocker can now supply 
them to you at these 
amazing low prices — 


100M-$2.98M 250M-$2.31M 500M-$2.12M 
Added Benefit—No large 


inventory necessary 
Crocker fills your needs 
C as required 


¢ Write today for details and 
\ jree de scriptive booklet. 


AR 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 

Los Angeles, 1151 W. 6th New York, 23 E. 26th 
Detroit, 16801 Wyoming Baltimore, St. Paul & 24th 
Seattle 322 Colman Bidg. Portland, 1325 S. W. 13th 


AD ve Paying 
Ist CLASS POSTAGE for 
3rd CLASS ae 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog. 


@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $30.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


we Zs 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL. 
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Prize-filled room 


} 


color 


« 


-" 


This illustration is built completely around merchandise that can 
e obtained with S&H stamps. The spread is typical of the treatment given each of the 


featured editorial articles. This is by Arlene Francis 


City. The full color painting used 
in the center spread was by James 
Dwver, Cooper Studios, New York. 

All of this took considerable co- 
ordination, especially the use of the 
large illustrations. In these, which 
were used to accompany the feature 
articles and to serve as chapte1 
heads, full scenes were used, with 
an assortment of merchandise. Each 
item shown had to be available for 
redemption, had to be clearly 
enough shown, and yet had to be 
part olf a pleasing arrangement 

Even the front cover illustration, 
a shot of a Green Stamp book on a 
table. used catalog merchandise—a 
lamp, a purse and key-case kit, a 
bowl—to dress up the photograph 
Other shots showed the corner of a 
bathroom, a glimpse into a bedroom, 
a formal table setting 

This cooperation, among photog- 
artists, 


raphers, copywriters, en- 


Who Worked on the S&H 
Catalog? 


Typography: 
Typographic Craftsmen 
New York City 
Engraving: 
Powers Engraving Co. 
New York City 
Rogers Engraving Co. 
Long Island City 


Printing: 
Curtis Publishing Co. 
Philadelphia 
Fawcett-Dearing Co. 
Louisville 
Pacific Press Inc. 
Los Angeles 


Printing & Paper Coordinator: 
Allied Graphic Arts 
New York City 


gravers, typographers and printers, 
working together in perfect syn- 
chronization, completed a compli- 
cated job on schedule and without 
a hitch. And today you may see the 
catalog, subtitled “A Book of Ideas 
for Better Living,” in thousands of 
homes, a tribute to its readability 
and its pleasing design 44 


Kit Features Unusual 
Uses Of Colored Stock 


How to get the illusion of a sec- 
ond color on print jobs when it 
isn't actually there is the subject 
of a sample kit being offered by 
Beckett Paper Co., Hamilton, Ohio 
The 1l-piece sample packet, de- 
signed to promote Beckett colored 
papers, illustrates how colored ink 
on colored paper can be used to 
give the illusion of two or even 
more colors at slightly more than 
the cost of black-and-white 

Represented in the packet are ten 
different colors and four Beckett 
grades. Each piece carries produc- 
tion notes describing grade, printet 
and printing process used 


for more details circle 229, page 117 


Holland Adds New Colors 
To Printing Ink Line 


Twenty new colors have been 
added to the Quickset printing ink 
line of Van Son Holland Ink Corp 
of America, Mineola, N.Y. A color 
book showing the new colors is of- 
fered by the company 

Holland now manufactures these 
inks in 70 colors, 
available in 


them 
cartridges 


most of 
dispenser 


- for more details circle 230, page 117 





Introducing Koverite—a new, long-lasting 


book-cover material at a sensibly low price 


Now there's a new sturdy, leatherlike cover material for 
reports, sales promotion material, and portfolios at a 
price as much as 15‘, below what you're accustomed 
to paving. It's called Koverite, colorful, long-lived, and 
espec ially suited for flush-cut covers that are tough to 
tear, even at the edge 


Rich-looking, durable Koverite is a nonwoven cellu- 
lose, saturated in latex, and coated with a special luster- 
giving preparation (pyroxylin) that simulates the 
appearance ot fine leather. Because of its unique con- 
struction, Koverite die cuts cleanly, takes screen print 


At the Barash Company’s Special corrugated container 
plant in New York precision — protects Koverite during ship- 
machinery and modern quality ment to the book 
controls combine to produce facturer. The roll packed o1 


oll is pa 
I 
Koverite economically for di rs” ED, tat 


COVCT Thanu- 


ind suspended 
rect distribution to book-cover n the container. Prevents dam 


manufacturers keeps costs down 


ing, stamping, and embossing extremely well, and 
paper and other materials may be glued to it with con 
ventional adhesives. Koverite comes in a handsome 
variety of roller-embossed grain textures, thicknesses 
and in a wide range of colors applied to both back coat 
and surtace for lasting beauty. 

But that sensibly low price! Just compare Koverite 
cover prices with what vou've been paving for any 
comparable book covers that match Koverite’s Hawless 
quality. You'll see why it pays you in dollars and cents 
saved to switch to colorful Koverite. 


Koverite —. 


Manufactured and Distributed by 
The Barash Company, a dit 
UNITED STATES PLYWOOD CO 


ton of 


RPORATION 


FREE KOVERITE SWATCH SAMPLER 


The Barash Company 
Dept. AR2-59 


122 Fifth Avenue, New York 11, N. Y. 


1 

Please send me mv free Koverite 
Name 

Firm 


Address 





* 'n Borgain Special for You 
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Pre-Printed Mailers 


There’s a simple way to add color and excitement 
to a short-run campaign, and that is through the use of 


letters and cards already printed, ready for your own message. 


When looking for a way to add 
color to your direct mail without 
straining the budget, consider the 
pre-printed mailing piece. Delivered 
with pre-printed color artwork and 
copy-idea headline, this lively mail- 
ing piece can add a “tailor-made” 
look to your small quantity mailings 
without the expense and time in- 
volved in original art, plates and 
colo) printing 

In addition, it has the added virtue 
of being extreme ly versatile. The 
amazingly wide variety of artwork 
designs and copy-idea themes make 
it applicable to almost any mailing 
situation that presents itself 


> Specifically, the pre-printed maile1 
can be an interesting and effective 
aid foi any of the following direct 


mail obje ctives 


Internal Mailings 
Dealer and salesman letters 
Dealer incentive contests 
New product or model campaigns 
Employe club announcements 
Employe public relations 
Special and seasonal sales cam 
palgns 
Price oO! model changes 
Company policy changes 
Employe memos 


External Mailings 
Store traffic-boosters 
Spe cial store sales 
Seasonal sale announcements 
Custome) public relations 
Prospect mailings 
Sale follow-up letters 
Collection letters 


e Store contest announcements 

© Moving and new location an- 
nouncements 

@ Remodeling and new service fa- 
cility announcements 


Since each of the suggested uses 
listed could be broken down into a 
list of its own, the total number of 
applications possible because of the 
wide range of artwork and copy 
ideas offered by this medium could 
well be staggeringly high 


> Yet, happily, for the prospective 
buyer, variety to choose from is 
pretty much confined to the “theme” 
end of the mailers and not the ac- 
tual formats and sizes. In culling 
through a huge stack of pre-printed 
mailers—representing what's cur- 


rently available from 


suppliers 


AR editors 


found the great majority of them 


throughout the country 


broke down into two basic formats 


1. The pre-printed 
“bulletin” 

2. The pre-printed card or “flash 
or “quickie” or “advercard” 


letterhead o1 


e The pre-printed letterhead 
Usually stocked in a standard 81!.x 
11” size, it is also available from 
some of the suppliers in a 5!e2x7” 
note-size 

A favorite with sales managers, 
the pre-printed letterhead can be 
obtained with humorous designs and 
copy-starters to put a fresh look on 
the same old situations that always 


face sales managers 


Putting pep in a tired sales cam- 
paign 


Putting sales stimuli 


salesmen 
Announcing a sales mee ting 


Emphasizing important sales 
points often overlooked 


Getting sales reports in on time 
In external mailings, the pre- 
printed letterhead is best known as 
a direct sales promotion aid. How- 
ever, it can also be extremely effec- 
tive when used fon 


@ Unusual 


proble ms 


difficult collection 


® Customer and community public 
relations 


> The pre-printed card This 


usually in a jumbo postcard format, 
approximately 5x7” in size. Ex- 
cellent for any situation where fast, 
short messaves are required, and 
where enc losures Ol reply cards are 
unnecessary, the “Flash,” “Quickie, 
or “Advercard” is especially good 


for the following 


Flash announcements 
Sales notices 

Sudden pri x” model 
“Sold-out stock—new 
de layed,” et notices 
Sales incentive announce 


Daily contest bulletin 


> In addition to 
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GOES brings you the 
most complete line of — 


BORDERED BLANKS 
CERTIFICATES 
WARRANTY FORMS 
INSTRUCTION FORMS 
MEMBERSHIP BLANKS 
AWARD BLANKS 


All done in striking... original 


designs ... executed in one, two 
or three colors... by craftsmen 


proud of their skills. 


All Ready For Your Over 
Print . . . Ready for you to 
show and sell Ready to 
add to your PROFIT... 


Goes Bordered Blanks and 


certificate samples are yours... 
for the asking. 


GOES means BUSINESS 


WE’LL PUT COLOR 
IN YOUR 
Point of Purchase Displays 


Covers . Promotions 


Use GOES $1,000,000.00 
library of 


ART + PLATES + ORIGINALS 
CHILDREN + GIRLS » OUTDOORS 
SCENICS + SPORTS + ANIMALS 


They are available to you in 
the popular priced line of full 


color TRUCOLOR prints — 
sizes 3” x 4” to 22” x 28”. 


YES ...Samples are available 
now ... send your request on 
your letterhead 


Goes 


LITHOGRAPHING CO. 
42 W. 61st St. * Chicago 21, Ill. 
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pre-printed mailers, some suppliers 
offer the following, less standard, 
idea-pieces: 


® Holiday Letterheads . . . Four- 
color, holiday designs in a standard 
81x11” letter size, these pieces 
usually have a choice of holiday 
letter-copy as well as designs to suit 
a variety of situations. Matching out- 
side and currency envelopes are 
available with these pre-prints from 
those suppliers handling this line. 


@® Adver Pullouts . . . a die-cut, 
glossy unit of heavy-duty stock with 
a scored slit for inserting a sales let- 
ter processed on standard 81x11” 
stationery and folded to fit a 634” 
envelope. Design formats include a 
wastebasket, typewriter, file draw- 
er, man’s head and hat, mama kan- 
garoo, antique auto, and overalls 
pocket. Special mailing envelopes 
are included with this item. Avail- 
able from American Mail Advertis- 
ing Inc., Boston 


@ Bordered Blank Forms... Avail- 
able from Goes Lithographing, Chi- 
cago, these lithographed pre-printed 
mailers are particularly good for 
adding a “quality feel” to a promo- 
tion. They can be ordered in a va- 
riety of border designs, colors and 
sizes ranging from 234x614” to 17x 
22’. Actual examples from this sup- 
plier include “special offer” cou- 
pons, direct mail ads, “merchandise 
certificates,’ “Customer Contest 
Bonus Certificate,’ “Customer Dis- 
count Friendship Bond,” and a direct 
mail promotion for a loan house fea- 
turing an “Instant Service Loan 
Certificate,” with a matching letter- 
head 


>’ Promotion packages, based on 
pre-printed materials, for incentive 
sales contests, are often available 
from suppliers. Two very complete 
syndicated package-plans are 
follows: 


as 


@ Inspirational Contest Materials... 
Available from Carr Speirs Corp., 
Vero Beach, Fla., this syndicated 
contest includes twelve pre-printed 
mailing pieces, illustrated in the 
suggested contest theme. Contest 
themes include the “Pigskin Classic,” 
“Gold Rush,” “Win ’em and Wow 
‘em,” “Sweepstakes,” “The Round 
Up,” “Going Places,” and _ the 
“Arctic Derby.” Mailing pieces in- 
clude one teaser mailing, one 11x17” 
broadside giving rules and regula- 
tions, and ten news flashes to be 
sent out at regular intervals during 
the contest 


© Planned-in-Advance Incentive 
.. Available from Robert 
Straub & Co., Chicago, this package 
promotion using pre-printed mate- 
rials gives planning help and copy- 
suggestions on the messages for each 
bulletin. The user—if he wants to 


Program 


use this feature—simply edits, cor- 
rects, marks off copy not wanted, 
etc. Help is also given on processing 
the copy, the order in which each 
piece is most effective, and suggests 
the best way to “kick it off’ to a 
good start. The themes of this pack- 
age plan include, “Baseball,” “Foot- 
ball,” “Dress Parade,” “Leap Year,” 
etc. 

A “Poker-Game” incentive theme 
from this supplier has—in addition 
to the standard pre-printed mate- 
rials—a variety of novelty items in- 
cluding: 
® Scoreboards 
® Contest playing cards 


@® Poker game contests 


> Prices for the pre-printed letter- 
heads or “bulletins” run fairly 
much the same from the various 
suppliers—from 5c each to approxi- 
mately $20 per 1,000 in quantity or- 
ders of 10,000 and over. 

Ranging from the lowest to high- 
est prices again—as quoted by the 
suppliers, the jumbo “Flash” cards 


Selected List of Sources 


American Mail Advertising 
Carr Speirs 


Goes Lithographing Co. 


National Creative Sales 


The Rylander Co. 


Robert Straub & Co. 


Arthur Thompson & Co. 





are priced from 4c each to approxi- 
mately $15 per 1,000 for quantity or- 
ders of 10,000 

Since costs are ordinarily based on 
the total quantity of the entire or- 
der, a satisfactory savings can be 
achieved by planning your direct 
mail ahead for a year and ordering 
everything you'll need in the pre- 
printed mailer line at one time. This 
will give you the opportunity of 
cashing in on the very large quantity 
order prices offered by practically 
all these suppliers 

This is not only good business 
practice, but it will give your direct 
mail program a smooth continuity 
that can’t be achieved when direct 
mailings are made hit and miss style 


>’ The years ordering policy is 
smiled on by the suppliers to the 
extent that some of them have put 
impressive catalogs or workchests 
together showing their complete line 
and offering ideas for planning 
ahead. These can be purchased at 
very low prices and are well worth 
having as direct mail reference 
books. Currently available in this 
line are the following 


@ The Adver Kit American Mail 
Advertising Inc. has a looseleaf cata- 
log of 140 quality designs in its very 
novel and eye-catching “Adver- 
line.” Some of the more unusual 
ideas this house offers include 
specially designed envelopes called 
“Peek-O-Mail,” “Zip-o-Mail,” and 
the “Zip-o-Peek.” The novel mail- 
ing envelopes are matched with co- 
ordinated letterheads. Price for this 
is $5 on a five-day trial basis. Also 
available is a small catalog called 
the “Adverlog,” which is sent with- 
out charge to those requesting it 


® “Do-It-Yourself Workchest 
Carr Speirs Corp. has put togethe: 
“Carr- 


toons’ plus copy and ideas. Com- 


over 2,500 sales promotion 


plete kit is organized in a steel desk 
file, 121%%x10x51!0” divided into 15 
classifications for easy reference 
throughout the year. Price is $24.50, 
complete, on a ten-day trial basis 

Also available are many tree cat- 
alogs, sample sheets, etc. from the 


various suppliers including 


@ National Creative Sales Inc 
Catalogs of Christmas letterheads, 
standard and miniature flash bulle- 
tins, and “Quickie” cards 


® Goes Lithographing Holiday 
letterhead catalog and samples of 
bordered blank forms in various 


color Ss and S1Zes 


@ Idea Art A loose-leaf catalog 
on color pre-prints of letterheads 


for a variety of purposes 


“ EQUATOR 


= Index Bristol 


Long popular for scores of office and factory forms printing uses, 
Equator Index Bristol is now becoming a favorite of printers for 
advertising postcards, With its magnificent color range, Equator 
Index not only gives greater attention value, eye appeal, and 
variety to postcard mailings, but lets you add extra colors to 
mailings—without adding extra printing impressions. Ask your Sorg 
distributor for the Equator Index Bristol sam 

ple portfolio and for sample sheets for your 

own press-testing. 

And remember, for business forms papers 

from manifold to tag—you can specify all 

your needs from one source... SORG! 


COMPANY 
Sah 
Waly 


SORG Stock Lines 


WHITE SOREX «© CREAM SOREX ¢ LEATHER EMBOSSED COVER © PLATE FINISH 
M 


e EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE e 


YN POST CARD e 410 TRANSLUCENT ¢ No.1 JUTE DOCUMENT 


DDLETOWN PC 


ORG'S BLOTTING e¢ BRILLIANT VELLUM ¢ REGISTER BOND ¢ TENSALEX ¢ GRANITEX © PARCHTEX 


V YORK ¢ PHILADELPHIA e CHICAGO ¢ BOSTON e ST.LO 


is more than 
just a word 
at Lake Shore 


it's people tn action, giving you th 
finest service available anywhere 


on these services you need 


3M PRE-MADEREADY ELECTROTYPES 
REILLYTYPES - REILLY PLASTICTYPES 
R.0.P. COLOR NEWSPAPER MATS 


SEeley 8-1010 ENGRAVING SERVICE DEPARTMENT 


LAKE SHORE ELECTROTYPE DIVISION * 1224 W. Van Buren * Chicago 7, III 
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PRIVATE EYE 


MYSTERY OF THE WIDGIT MARKET 


WHY DOES GENERAL BUY 

WIDGITS FROM ABC CO. 

INSTEAD OF xyz CO., 
PRIVATE EYE 2 


HMM...GENERAL HAS i6 WIDGIT 
CATALOGS. NOW TO LOOK AT 
ABC'S CATALOG 


ABC'S CATALOG |5 
TAB-IMDEXED. GENERAL 
BUYER USES IT BECAUSE 


\T SAVES TIME 


HA.7-7414..- 
G.J. AIGNER CO.2 
COME OVER AND 
TAB-INDEX OUR 
CATALOGS ! 


LY 


MORAL: WHETHER ITS WIDGITS OR 
WINDMILLS, THEY ARE EASIER TO 
BUY FROM CATALOGS THAT ARE TAB- 
INDEXED. ANP THAT'S OUR BUSINESS 
G. J. AIGNER CO. 


426 S. Clinton $ 
Chicago 7, Ilinows 

Plants in Chicag 

‘ 


Rochelle 
New Y 


AICO INDEXES OISTRIBUTED By 
GRAPHIC ARTS SUPPLIERS A STATIONERS 


of ¢ cD * February 1959 


® The Rylander Co. “Vis-U- 
Show” bulletin letterhead samples 
and Jumbo Flash Card Catalog from 
the Arthur Thompson Co. 

© Robert Straub & Co... . Coordi- 
nated incentive materials and letter- 
heads in this company’s “color-har- 
mony” plan 


>» Generally, the pre-printed mailers 
can be printed in any standard 
printing process generally accepted, 
including multilith, offset, letter- 


Paper Samples .. . 
Improvements Noted 
In Familiar Lines 


A number of paper manufactur- 
ers, constantly at work improving 
established lines, are offering sam- 
ples of newly improved versions of 
well-known grades. Here are a few 
of them. 


Brilliant White 
Hand Weave 


Byron Weston Co., 
Dalton, Mass., now 
makes its hand 
weave line in both laid and wove 
finishes featuring a brilliant white 
color achieved through the use of 
fluorescent dye. Laid finish is also 
available in four pastel colors 
ivory, blue, green and gray 

Hand weave is suitable for letter- 
heads, announcements, folders and 
other direct mail applications. It is 
available in substances 20 and 24 
in standard flat sizes with envelopes 
to match; also in correspondence 
cabinets of 100 sheets and enve- 
lopes 


. for more details circle 231, page 117 


Improved A new, improved 
Queen Bristol line of queen bris- 
tol is announced by 
Linton Brothers & Co., Fitchburg, 
Mass. The line, which now has a 
clearer, brighter shade of white, is 
displayed in a 9x17” folder printed 
by offset in color on vellum finish, 
as well as letterpress printing in 
black-and-white on plate finish. 
Sample swatches of various weights 
in both finishes are also included. 

Simultaneously, Linton announces 
that the former queen bristol colo: 
is now available in line-tone. 


. for more details circle 232, page 117 


Three-Way New 
Atlantic Bond 


“New 
shade, new pack- 
aging” is the way 
Eastern Corp., Bangor, Me., de- 
scribes its line of Atlantic bond. In 


pulps, new 


press, spirit process, etc. But it is 
best to check with each individual 
house before deciding upon the 
printing process. Some of the houses 
have printing facilities and can han- 
dle the complete job for you, need- 
ing only your choice of pre-print 
mailer to be used and copy you want 
set. 

All of the pre-printed materials 
are syndicated, stock items ready 
for immediate shipment. 44 


a folder printed on a_ specimen 
sheet of Atlantic, Eastern features 
diagrams of all major league ball 
parks showing audience capacity 
distances and fence heights 


- for more details circle 233, page 117 


Mountie Offset 
Gets New Look 


Mountie offset pin- 
seal finish has been 
improved and _ its 
manufacturer, Northwest Paper Co.. 
Cloquet, Minn., offers a specimen 
folder printed in four-color lithog- 
raphy. 

The grade is suitable for both 
offset and letterpress printing in one 
or more colors. A list of distributors 
is included 


- for more details circle 234, page 117 


Penn/ Brite 
Offset 


Swatch books con- 
taining samples of 
the brighter Penn 
Brite offset are being distributed by 
New York & Pennsylvania Co., New 
York. The booklet contains page 
samples of the line in 50, 60, 70, 80 
and 100 pound basis weights in 
both smooth and vellum finishes 
Photographs are reproduced on 
100 pound smooth finish to illus- 
trate the paper’s printability. Pack- 
ing schedules are also included 


- for more details circle 235, page 117 


Samples Fit Snugly Into 
New Binding Catalog 


Tauber Plastics’ 40-page booklet 
featuring the company’s patented 
plastic tube for loose leaf hand 
binding is an ingenious combination 
of catalog and do-it-yourself sam- 
ple kit. The New York company 
manufactures binding and punch- 
ing machines and also supplies 
plastic tubes, rings and spiral bind- 





ing for presentations, catalogs and 
other materials which can be con- 
veniently bound in home and office 

Inside pages of the booklet have 
a continuous die-cut slot running 
through each page. It forms a 
groove into which two 3/16” plas- 
tic tubes have been neatly inserted 
without bulging or adding to the 
thickness of the closed booklet. The 
booklet itself is plastic bound. It 
contains four punch holes, only two 
of them with tubes already inserted, 
so that the reader can remove the 
samples from inside the booklet 
and bind the other two holes him- 
self! 

The plastic tubes are designed foi 
hand binding and can be inserted 
at the rate of up to 1,000 an hour, 
the catalog states. 

Also described in the catalog are 
the company’s new 6” gang hole 
dies for punching through thicke 
lifts of paper at one time. They 
can be fitted to existing punching 
equipment of various brands, the 
catalog states 

Prices and specifications of Tau- 
ber punching and binding machines 
and the company’s line of tubes and 
coils are also featured. The catalog 
is available upon request 


- for more details circle 236, page 117 


Electronic Scanner 
Speeds Color Separation 


Color separation has entered the 
realm of electronics with the intro- 
duction of the Acme Color Sepa- 
rator, an electronic device which 
scans color work and automatically 
produces three- and _ four-colo 
separations 

The machine is engaged in 1 
lar daily production work in 
plant of NEA Service, parent com- 
pany of Acme Telectronix Division, 
which developed and produced the 
new machine. The first commercial 
Acme color separator was sold to 
the Buffalo (N. Y.) Courier-Ex- 
press and is installed in its subsid- 
iary, Niagara Photoengraving Co 

The color separator produces the 
three- and four-color separations in 
either positive or negative on film 
It will make separations from orig- 
inal color pictures up to 8x10” in 
size. The original can be either a 
transparency or Opaque copy. Scan- 
ning time for an 8x10” picture is 
about 30 minutes; a 4x5” picture 
can be scanned in half that time 

The final color separations ars 
fully corrected, including removal 
of unwanted undercolor and com- 
pensation for deficiencies in inks 
and papers, according to NEA man- 
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eee have 


something 


to sell them? 


Have you a product that will be purchased by any of the 
100 million auto, truck or bus travelers this year? Such 
products can be advertised outdoors in many ways by using 
HOBART’s “H.O-PROOF’’* papers and cardboards with the 
“built-in waterproofing.” They cost no more, yet you can be 
confident they will withstand outside exposure. All weights, 
sizes and thicknesses available through paper merchants in 
all principal cities. 


*Registered Name 


WRITE FOR STOCK SAMPLES, PRICE LIST 
HOBART VISUAL APPEAL 


PAPER MEANS 
COMPANY 


111 W. Washington St. 
Chicago 2, Illinois 


Eastern Branch 715 Carnegie Avenue 
& Warehouse: Cleveland 15, Ohio 


> One Name Is Outstanding... 
Ee’ CARR ¥ SPEIRS | 
Sf FlasH x TEL 
OVER 500 DIFFERENT DESIGNS 


Inspirational headings and illustrations, 
with plenty of room for your copy, 
months, seasons, admonitions, sports, etc. 


YOU NAME IT—WE HAVE IT! 


GIANT PORTFOLIO - 500 SAMPLES $3.50 
CREDITED ON ORDER OF $10 OR MORE 


Carr Speirs, 35 years creating promotions for the 
country’s leading organizations, creates and produces 
Incentive Campaigns, Flash Bulletins, Do-it-yourself 
Workchest, Business Stimulator Service, Booklets, etc. 


SMALL SAMPLINGS ON REQUEST 


SPEIRS CORPORATION 


CARR SPEIRS BUILDING 
AIR BASE 
VERO BEACH, FLORIDA 
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ANNOUNCING 


New Free Catalogue 


Write for your copy of the new, 32 pp. 
AdverLog in full color, illustrating more 
than 200 syndicated direct mail and 
sales promotion formats. 

The new AdverLog contains photo re- 
productions of AMA's well-known line 
of flash bulletins, illustrated envelopes, 
jumbo cards, miniature cards, Adver- 
Pullouts, Peek-O-Lopes, and other nov- 
el mailing formats. 


American Mail Advertising 


INCORPORATED 


610 Newbury Street 
Boston 15, Mass. 


Remember, you want the finest in 
fluorescence —ask for it by name 


TESTED” 


Se ey 


COLOR CARD... for Papers and Cardboards 
Contains samples and printing suggestions 


COLOR SELECTORS . . . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


RADIANT COLOR CO. © 


830 Isabella St., Oakland 7, Calif. 


Manufacturers of Sun-Tested Velva-Glo fluorescent 
papers * cardboards « silk screen colors « bulletin colors 
coated fabrics + water colors * qwik-spray colors 
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Vewwa-cio 


Use of the machine dras- 
reduces time needed for 
separation, they add. 

The machine consists of a scanning 
drum and four recording drums. 
The scanner breaks up the original 
picture into lines and simultaneous- 
ly divides each line into tiny blocks 
which can be observed by photo 
electric cells and filters. An elec- 
computer analyzes each tiny 
element of the picture, measures the 
amount of each color in each spot, 
computes the amount of correction 
to be applied to each color, and 
passes this information along to the 
recording lamps which lay down 
on each separation film the proper 
amount of density representing each 
44 


agement. 
tically 


color 


tronic 


color. 


Colorless Ad Turns 
Blue Before Your Eyes 


Charles W. 
advertising 


Hoyt Co., New York 
agency, has mneundie 
up with an advertising first. 
The agency’s full-page newspaper 
ad for Arnold Bakers which ran in 
the Miami Herald neither a 
black-and-white ad nor a two-color 
ad. Or, to think of it, 
both. 

When Arnold introduced its “new 
look” two-color bread wrappers in 
the Florida market, the company 
asked Hoyt’s Miami office for 
unusual, attention-getting 
nouncement ad. Hoyt recalled a 
childhood pastime in which color- 
less paint books painted with clear 
water suddenly turn colorful. The 
decided to have the bread 
wrapper ad change color before the 
reader's eyes. 

Hoyt secured chemical 
from General Aniline Div., 
Chemical & Dye Corp., New 
Working closely with the Herald 
and Flint Ink Co., Detroit, the agen- 
cy finally arrived at a solution. An 
invisible ink was formulated which 
would hold its body until water was 
applied. Water caused the chemicals 
to “break out” 
changing the 


come 


was 


come it was 


an 
an- 


agency 


samples 
Allied 
York. 


and 
color of 


flow freely, 
the paper 

An added problem was to formu- 
late an ink of the proper consistency 
to stand up under the wear and 
the newspaper’s high speed 
And, it had to be 
non-toxic. 

The result: a black-and-white ad 
dominated by a picture of a loaf of 
bread which, under the assistance 
of a childish hand (and many an 
adult one) suddenly turned blue at 
the proper places on the package. 

Both the agency and the baker 
report the gimmick had widespread 
appeal—and not only for the small 
fry, either. i 


tear of 


presses. of course, 


MERCHANDISING IDEA KIT 


A COMPREHENSIVE GUIDE TO 
UNUSUAL PROMOTIONS USING 
GENUINE 
NATURAL COLOR PRODUCTS 


Plastichrome* 


Postcards, 


winners of the 


Lithographers National Association Award 


for 5 
possibilities 


straight 


for 


years, offer 


product 


unlimited 


promotion and 


merchandising of advertising campaigns. 
Made from your transparencies — COST 
LESS THAN Ic each 


Also available in full natural color are 


jumbo size self mailers, 


brochures and broadsides. 


king size cards, 


Complete creative service at no extra cost. 


WRITE FOR YOUR KIT TODAY 


COLOURPICTURE PUBLISHERS, INC. 


400 Newbury Street, 


Boston 15, Massachusetts 


Nia mae 4 
CUA Sha eS 


MCT ee CPE CL 
LETTER & MAILING 


DOES IT FASTER! 


1 M arie to han 


services 

Work mailed for 
has been hand! 
variety of 


curate 


clients 


you or de 
ng all mailing details for 


f 


vered t 


or more 


than 30 


you 


years 


Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing * 
Mimeographing * Printing * Addresso- 


graphing °* 


Auto-typed 


letters. 


Also 


Addressograph list and hand-list main- 


tenance. 


Call Wabash 2-8655 and Just Ask For Marie 


a Leer Sti te 


431 SouT 
CHICAGO 5, 


H 


ILL 


DEARBORN STREET 


W ABASH 


2-8655 





20 Points to Help You 
rite Better Direct Mail Copy 


Here is a tried and tested 
checklist for getting better 
and more powerful selling 
letters, developed for the 
regular use of a large mail 


order insurance company. 


By Maxwell C. Ross 
Director of Advertising 
Old American Insurance C 


Kansas City, M 


When we talk about the “basic 
rules of copywriting,” we must keep 
in mind that the rules aren't really 
rules at all, but simply guides to 
help us in our work. To use these 
guides most effectively 
pany should 
ground rules 


each com- 


establish its own 


Setting up ground rules doesn’t 
necessarily mean writing copy by 
formula, although it helps to know 
about formulas. People have ar- 
gued for years whether to write 
Some 
say formulas destroy initiative and 
creativity. Be that as it may, all 
copywriters write copy to formula 
to a certain extent. They may do it 
unconsciously, but they do it never- 
theless 


copy according to formula 


Let’s see how you can formu- 
late your own set of rules. If I show 
you how we have done it at Old 
American, perhaps it will help you 
develop a checklist of your own 


> I'd like to explain how the check- 
list keeps us on our toes 


1. It helps us check a brand new 
piece of copy quickly and easily. 

2. It gives us a chance to measure 
older pieces of copy as they come 
up for reorder. (This is important 
because there can be as many as 
200 or 300 active letters in use at 
one time.) 

3. It helps us fight inertia the 
ever-present habit of leaving things 
as they are just because it’s too 
much trouble to change 


> The checklist is divided into two 
parts. 

® Copy Technique which con- 
cerns itself with the over-all pattern 
of the letter. 

e Copy Editing . which is aimed 
primarily at correcting the flaws 
Which might 
looked. 


otherwise be over- 


1. Does the lead sentence get in 
step with your reader at once? 
You do this by talking in terms of 
things that interest your reade1 
not in generalities or of 
things you want. You put yourself 
in his place! I can’t think of a bet- 
ter way to say it than this get in 
step with your reader 


Vague 


2. Is your lead sentence more 
than two lines long? In our case, 
we hope not. Experience has shown 
that our best letters have one o1 
two-line leads. But if it takes three 
lines or four lines or even more to 
get in step with you 
them. 


reader, use 


3. Do your opening paragraphs 
promise a benefit to the reader? 
Lead with your best foot forward 

your most important benefit. If 
you have trouble with your opening 


paragraph, try writing your lead at 
least six different Then 

when you get six down on pape 
you are quite likely to have at least 
one pretty 
among them 


ways 


sood lead somew he re 


4. Have you fired your biggest 
gun first? Sometimes it’s easy t 


get confused in trying to pick out 


the most important sales point to 
feature in your lead. But here is one 
way to tell 

Years ago Richard Manville de- 
veloped a technique that has been 
of great help. When you are pon- 
dering over leads, ask yourself this 
“Does the 
want more X or more Y?” 

Let me give you an example of 


test question, 


reade I 


how this works. Take two head- 
lines, “How to avoid these mistakes 
in planning your house” and “How 


to plan your house to suit your- 


tion, “Which do people want the 
most?” It 


self.” Ask yourself the test que 


becomes obvious, then, 
that more people want to plan their 
house to suit themselves rather than 
simply avoid mistakes. In this case 

the one headline was 16 bette 

than the othe: 

Take another pair, “Don't swelte 
this summer” and “Now every home 
can afford Summel! cooling ; Well 
by applying the test question, you 


already know the 


answer, but do 
much? The se 


which promised 


you know by how 
ond ad, 
cooling, was 300 bette! 
Or these two, “Yo 
Hogan golf shoes will 
other brand” as 


three strokes off your 


Oppo ead 


wearing sen 


Any 
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It costs so little to take advan 
tage of the dynamic selling 
power of natural color adver 


tising when you use 
Curteichedlor® 3-D 


“natural color with added depth” 


Sao Sr ee ta 


“the finest in natural color 


Tee Taitiiil:| 
POST CARDS 


ates] 
Tl Ley 
TTT y SMa last) 
OTC) 
catalogues 
catalogue sheets 
Te) at 


individually designed tor 


@ quality 
@ economy 
@ effectiveness 


Let ua prove it - 


Write at once for your FREE copy of - 
Direct Mail Color Kit with somples ond prices 
Ue a 
Curteich way. Nature! color is within reoch 
ee een Oe 


CURT TEICH & CO., INC. : 
1733 W. Irving Park Rd., CHICAGO 13, ILL. 1 


Firm 

Attn. of 

Street 

City Stote 


ar 
ee ne eee 


a8 co * February 1959 


20 CHECKLIST POINTS TO HELP YOU WRITE 
BETTER COPY 


Copy Technique 


- Does the lead sentence get in step with your reader at once? 
Is your lead sentence more than two lines long? 

- Do your opening paragraphs promise a benefit to the reader? 
. Have you fired your biggest gun first? 

. Is there a BIG IDEA behind your letter? 

6. Are your thoughts arranged in logical order? 


7. Is what you say believable? 


8. Is it clear how the reader is to order — and did you ask for the order? 


9. Does the copy tie in with the order form — and have you directed atten- 
tion to the order form in the letter? 


I 
2. 
3 
i 
5 


Copy Editing 


10. Does the letter have “you” attitude all the way through? 
11. Does the letter have a conversational tone? 


12. Have you formed a “bucket-brigade” through your copy? 


13. Does the letter score between 70 and 80 words of one syllable for every 
100 words you write? 


14. Are there any sentences which begin with an article 
where you might have avoided it? 


15. Are there any places where you have strung together too many prepo- 
sitional phrases? 


a, an or the — 


16. Have you kept out “‘wandering” verbs? 

17. Have you used action verbs instead of noun construction? 

18. Are there any “that’s” you don’t need? 

19. How does the copy rate on such letter craftsmanship points as (a) 
using active voice instead of passive, (b) periodic sentences instead of 


loose, (¢) too many participles, (d) splitting infinitives, (e) repeating 
your company name too many times? 


20. Does your letter look the way you want it to? (a) placement of page, 


(b) no paragraphs over six lines, (c) indentation and numbered para- 
graphs, (d) underscoring and capitalization used sparingly, (e) punctua- 
tion for reading ease. 


will buy a new palr ol shoes every 
summer if it will lower his score 


So tell your reader how what 


as a passenger in a motorcycle side- 
car and you as the driver 

You can take him straight to his 
you have to sell will bring him destination surely and 


swiftly 
pleasure or save him money... and smoothly. Or you can dawdle 
or increase his knowledge oO! along the way, over side roads, 
better his standard of living (or fo1 bumps and curves, sometimes mak- 
thet matter anv che of a score of ing such sharp turns that he may 
things he wants) and you will have go shooting off down the road with- 
him on vour side out you. Unless you follow a charted 


course and make his ride as pleasant 


5. Is there a BIG IDEA behind as possible, too often he will say, 
your letter? You may wonder what “I'm tired. Let me off.” This 
the difference is between firing your another good reason for having 
biggest gun and this BIG IDEA. In checklist to follow. 

one case, for example, the big gun 
may be the introductory offer on an 
insurance policy, but the big idea 
behind the letter is that here is a 


IS 


a 


7. Is what you say believable? 
Here is a chance to offer proof and 
use testimonials to back up what 
you have said in your letter. Also, 
in our case we triple-check to make 
sure the reader doesn’t misunder- 
stand. (Notice I didn’t say “true” 
instead of “believable.” What you 
say may be true, but not necessarily 
believable.) 


company which makes _ insurance 
available to the older people of our 
country. The big idea is important. 
My private guess is that the lack 
of a big idea is why letters fail 


6. Are your thoughts arranged 


in logical order? In other words, 8. Is it clear how the reader is to 


have you got the cart before the order—and did you ask for the 
horse? It’s a fundamental coypwrit- order? This is especially important 
ing truth that your reader antici- in the 
pates what you're going to say. So 
it may help to think of your reade 


insurance industry where 
filling out an application can some- 
times be complicated. You’d be sur- 





Award-winning color 
reproduction at economical 
prices can be yours with Krueger’s 


five-color press producing 


micro-color lithography 


Now! Krueger can give you even better award-winning 
lithographic reproduction — with a new FIVE COLOR PRESS. That 
extra fifth color is a boon to you and your artists or art studio. 

It will produce special off-shade background colors, more 
closely match merchandise colors .. . achieving results not possible 
with four process colors. 


It is economical, too, for imprints, for price and code changes, 

for varnishing, for producing a wide range of dealer helps in many 
colors. Krueger's new press takes a sheet 52” x 76”. A Krueger 
Micro-Color representative will gladly show you how to 
‘merchandise’ this size sheet to the utmost capacity... 

for economical runs. 


‘Krueger Knows Color’; Krueger knows Micro-Color; and, 
Krueger knows the advantages of the fifth color. 


Write for: Krueger's special broadside which explains all of the 
price-saving advantages of our new ‘‘BIG FIVE"’ press. Please 
address your request to the attention of Dept. AR-259. 


*Reg. U. S. Pat. Office 


@ | 
—— 
®, W.A. KRUEGER CoO. 


/ f 


EXECUTIVE OFFICES AND PLANT: 12821 West Blue Mound Road - Brookfield, Wisconsin - Phone: Milwaukee, SUnset 6-6000 - TWX Mi-139 
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prised how easy it Is to write a 
letter without asking for the order! 


9. Does the copy tie in with the 
order form—and have you di- 
rected attention to the order 
form in the letter? This latte: 
point particularly important, we 
think. So we call our reader’s atten- 

to the next important step in 

transaction by 


like thi 


Saying 
“As you look at the 
losed order form, you will notice 
ti Do something to get the 
attention to the order form, 

+} i 


some- 


l 
Key step 


come to an extremely 

part of writing copy 
Editing. I don’t mean editing 
I mean the editing 
Let’s look at 


neone else 


in do 


yourself 
hecklist points 


10. Does the letter have “you” 
attitude all the wav through? 
You can tell easier than you think 
All you have to do is put yourself 
fellow’s place As the 
“When you sell 


John Jones what John Jones buys, 


the otne! 


little poem wLoes, 


You must see John Jones through 
John Jone s eyes 


11. Does the letter have a con- 
versational tone? ['’m not going 
to tell 
you talk, because your letter might 
sound pretty weird if you did. Ed 
Mayer says, “Write with the ease 
with which you talk.” OR 


¢ 


it another way 


you that you should write as 


to put 
write as you 
would talk if you could edit what 
you are going to say. And that’s 
vhat you have a chance to do here 


12. Have you formed a “bucket- 
brigade” through your copy? 
This will take a little explaining 
If you study the works of master 


letter writers, you will notice that 
all thei 


novement 


letters have swing and 
a joining together of 
paragraphs through the use of con- 
necting links 
Some of these connecting links 
e little sentences like, “But that 
not all ‘So that is why” 
Now here is the next step” 
But there is one thing more.” 
You can find literally dozens of 
ays to join your thoughts like this 
in short, to take your reader by 


\ 


the hand and lead him through your 
copy and to avoid what I call 
island paragraphs” that stand all 
alone 
as they 


and are usually just as dull 
look to the reade 

In fact, the next time you run 
across one of those deadly dull let- 
ters, see if it isn’t because it lacks 
this bucket-brigade technique 


13. Does the letter score be- 
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tween 70 and 80 words of one 
syllable for every 100 words you 
write? This is one of the most im- 
portant check points to follow in 
writing effective copy. It isn’t that 
people don’t understand the mean- 
ing of words they just can’t cope 
with the way they are used. Their 
vocabularies are adequate, but their 
patience isn’t 


14. Are there any sentences 
which begin with an article (a, 
an or the) where you might have 
avoided it? This is another one of 
our own ground rules. And we don't 
always follow it to the letter. But 
we like to try because we think 
sentences which begin with those 
robbed | of 


words are frequently 


their strength 


15. Are there any places where 
you have strung together too 
many prepositional phrases? 
This is an important check-point 
because it’s so hard to catch when 
you write your first draft. Now is a 
good place to catch them for 
overusing prepositional phrases is 
another strength-robbe1 


16. Have you kept out “wan- 
dering” verbs? You can often 
make sentences easier to read by 
rearranging them so that verbs are 
closer to their subjects. When you 
let verbs wander too far away from 
their subjects, you make it more 
difficult for your reader. 


17. Have you used action verbs 
instead of noun construction? 
You gain interest when you do this. 
Instead of saying, “This letter is of 
vital concern to say, “This 
letter vitally concerns és 


18. Are there any “that’s” you 
don’t need? Using too many 
“that’s” is another strength-robber 
Eliminate as many as you can 

but be careful. Read your copy 
aloud to make sure you _ haven't 


Publicity Distribution 
Described in Folder 


Complete details on a_ publicity 
distribution service are outlined in a 
folder from Special Correspondents, 
Chicago 

Representation can include a 
“complete package” publicity distri- 
bution service that includes over 
$500 newspapers, and radio and tv 
service that ranges from key stations 
in metropolitan areas to the rural 
stations. 

The service takes care of all de- 
tails for the clients and requires only 


trimmed out so many that your 


copy will slow down the reader. 


19. How does the copy rate on 
such letter-craftsmanship points 
as (a) using active voice instead 
of passive, (b) periodic sen- 
tences instead of loose, (c) too 
many participles, (d) splitting 
infinitives, (e) repeating your 
company name too many times? 
If you’re going to split infinitives; 
if you're going to use the passive 
voice; if you're going to do these 
othe don’t do them too 
often. Moderation in copy is a great 
virtue. 


things, 


20. Does your letter look the 
way you want it to? 

Your letter should assume the same 
proportions as the sheet upon which 
it is placed 

It should not be crowded 

The paragraph should be short 
not over six lines at the most. (Not 
a hard and fast rule.) 

Appearance can be helped by in- 
denting and sometimes numbering 
indented points or paragraphs 
Use underscoring and capitalization 
sparingly, thereby reserving em- 
phasis for spots where needed 

Use punctuation (dots and dashes) 
to increase reading ease 


> That’s the 20-point checklist we 
use. There are other points that 
could be listed, of course. But if we 
make the checklist too cumbersome, 
we destroy its chief virtue which 
is its utility. The best checklist in 
the world is no good if it doesn't 
get used. 

Remember, this whole idea is 
only a suggestion for you. What I’ve 
said is simply a starting point from 
which you can go to work and make 
your own checklist set up you 
own ground rules and in the 
final analysis, help you write better 
copy 

I hope you'll be pleasantly sur- 
prised with the results 44 


typewritten headline and copy, and a 
photograph if the release is sched- 
uled for newspapers or tv 


for more details circle 223, page 117 


Sales Catalog Problem 
Eased by New Booklet 


A new guidebook designed to he lk 
the adman through the planning 
pricing and distribution of sales 
catalogs has been released by the 
Direct Mail Printing Co., New York 

The guidepost sections include de- 
tails on format, binding methods, etc 


- for more details circle 224, page 117 
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A Code of Ethics 


code of Ethics 


\\ Ay 


oe é This 


For Direct Mail 


guide 


mailing list practice, recently 


adopted by the Direct Mail Advertising Assn., 


should increase efficiency and encourage proper 


use of this powerful medium. 


SECTION I 


Purpose of the Code 


The purpose of this Code is to standardize and improve 
common practices and procedures in the rental and ex- 
change of mailing lists. 


Except for the basic offer itself, lists are the most im- 
portant single element in the success of any direct mail 
campaign. And bad list practices are the cause of more 
waste and more unproductive mailings than any other 
single phase of the direct mail operation. 


When a rented mailing list fails to produce for a mailer, 
not only the mailer suffers, but the list owner and the list 
broker as well. For obviously, a mailer will not continue to 
use a list that fails. 


But beyond these immediate financial losses, any list 
failure hurts the long-range interests of all mailers. The 
direct mail industry is completely dependent on the con- 
tinued development of new and productive lists. The best 
way to develop such lists is to cultivate in more and more 
people the habit of responding to mail. That can be done 
only through successful mailings to existing lists. 


Moreover, bad list practices discourage present list 
owners from permitting their lists to be used widely by 
other mailers. thus cutting down the number of good lists 
currentiy available. 


The standardization and improvement of mailing list 
practices through the acceptance and observance of this 
Code will, therefore, serve the interests of all mailers by: 


e making the operations of both mailers and list owners 
more efficient 


serving as a guide for newcomers in the field 
reducing the risks inherent in testing new lists 
improving returns and so reducing order costs 


inducing more list owners to allow their lists to be 
used 


SECTION II 


Obligations of the List Owner 


A. General Obligations 


A list owner is under no obligation to permit other 
mailers to use his list. But most owners who are them 
selves dependent on the use of outside lists find it to their 
advantage to permit such usage. And many owners have 
found that the responsiveness of a list is increased, rather 
than diminished, when such usage is permitted under 
properly controlled conditions. 


However, when a list owner does permit other mailers 


to use his list, he must recognize that these mailers are his 
customers. If he accepts their orders, they are entitled to 
the same consideration, fair dealing and good service that 
any other type of customer has a right to expect from his 
suppliers. 


B. Information Furnished to Prospective Users 


Any list owner who offers a list to other mailers on a 
rental or exchange basis will provide those mailers with the 
following information, either directly or through the estab- 
lished list brokers 


1. Nature and Quantity of Names Available 


a. The name under which a list is offered will be an 
accurate reflection of the nature of the list 
buyers, subscribers, expirations, inquiries, prospects, 
business executives, home owners, automobile regis- 
trants, etc. These terms will be used in the meanings 
commonly accepted and understood by mailers. 


b. The quantity will be an accurate statement of the 
names available at the time the list is offered, within 
a margin of 5% 

c. Where a list includes names of more than one 
type—e.g., customers and prospects, subscribers and 
expirations, long and short term expirations, paid 
and controlled subscribers, etc.—the list owner will 
specify as accurately as possible the percentage of 
total names available in each category, and state 
whether or not they can be separated. 


d. As much additional information as possible will 
be provided to help prospective mailers evaluate the 
list—age, sex, economic status, business position, 
nature and price of product purchased, other mailers 
who have used the list successfully, etc. 


e. If substantially the same list has previously been 
offered by the present or a previous owner under a 
different name, that information will be included in 
all offerings of the list 


f. If any copy of all or a portion of the list has been 
in the past, or is in the future, sold or otherwise 
turned over to any mailer on anything but a one 
time rental or exchange basis, that information will 
be included in all offerings of the list 


g. If any substantial change occurs in the nature or 
size of the list, such as an addition or deleticn of 
certain names, rearrangement, change in addressing 
method, etc., that information will be given promptly 
to all mailers who are currently using the list and 
to the list brokers. 


Source of the Names 


a. When names on a list have been obtained by 
more than one method, all methods used will be 
specified, and a reasonably accurate estimate made 
as to the percentage of names obtained by each 
method 


Examples: Prospect lists obtained by compilation 
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from directories, from salesmen’s call reports, etc. 
Subscribers or buyers obtained through direct mail, 
publication advertising, radio and television, field 
salesmen, etc. Inquiries obtained by direct mail, 
publication advertising, radio, television, etc. 
Compiled lists obtained from trade directories, 
telephone directories, news items, trade notes, con- 
vention rosters, etc. 


b. When different types of publications have been 

used for space advertising, the publications men 

tioned as sources of the names will be an accurate 

reflection of the total advertising schedule. In no 
shall a publication be listed as a source of 

names unless at least 10° of all the names obtained 

through publication advertising were obtained from 
particular publication 


ve f the Names 


1. When a compiled list is offered, the year of orig- 
inal compilation will be stated, along with the date 
of the latest revision. If directories were used for 
original compilation or revision, the date of issue 
of the directories used will be stated 

b. When a list is composed of buyers or inquiries, 
the year or years during which the purchases or in 
quiries were made will be specified 

c. When a list is composed of expirations, the year 
or years of expiration will be specified 


d. The term “current” as applied to buyers, in- 
quiries, or expirations will be used only to mean 
less than one year old 


Duplication of Names Within or Between Lists 


If the names of individuals or companies appear 
more than once at the same address within a list, 
the owner will estimate and state the amount of 
such duplication 


b. If the owner offers more than one list for rental 
or exchange, he will estimate and state the amount 
of duplication, if any, between his various lists 
Duplication here shall mean the same as in para- 
graph “a” immediately preceding 


Maintenance of List 


i. The list owner will furnish information as to 
how the list is maintained—on cards, on stencils 


and of what type, typed from original inquiries, 
typed to order from directories, etc 


b. The list owner will state the arrangement of the 
list—“geographical, alphabetical, chronological, etc.” 
‘Geographical” will mean filed by state, then by 
city, then alphabetically within the city, and any 
departure from this standard method of geographical 
filing will be noted. If a state breakdown is avail- 
able, counts for the individual states will be given, 
or the availability of such counts will be noted. 

c. If a list is so filed that sections can be taken from 
it in more than one way—e.g., by year of purchasc 
or expiration as well as geographically—that in- 
formation will be furnished 


d. The list owner will state how often and by what 
method the list is kept clean. If the list is cleaned 
at least once every six months by a mailing using 
Form 3547, then he may merely state that the list is 
cleaned “regularly.” If not, then the date on which 
the list was last cleaned will be stated 


ection of Names for Tests 
When List is Filed Geographically 


1. If the mailer crders specific quantities from cer 


iT t tat 


tai est states, the list owner will provide the 


quar ecified. If he cannot provide the quantity 


— aan 


called for from a certain state, he may substitute 
names from an immediately adjacent state. In no 
case, however, will he use a substitute state fer 
more than 20% of the names ordered from any 
state without checking with the list user or the 


broker who placed the order. 


b. If the mailer does not specify test states, but 
merely asks for a good cross section of the list, 
the list owner will select equal quantities of names 
from at least five different states. He will take these 
names from states in different geographical sections 
of the country—e.g., he might take Massachusetts 
(New England), Pennsylvania ( Mid-Atlantic ), Geor- 
gia (South), Illinois (Mid-West) and California 
(Far West). However, if his list is used frequently, 
he will not constantly use the same 


States, or the 
Same cities within a state, for test orders 


c. When the mailer requests a good cross section 
of the list, the owner will take care to see that the 
test names do not all come from large cities, or all 
from small towns. For example, in using the test 


states mentioned above, he would nor take all 


t 


the 
names from Boston, Philadelphia, Atlanta, Chicago 


and Los Angeles. Instead, he would choose the 
names so they accurately reflected the general dis 
tribution of the list between towns and 
Various S$izes. 


cities of 


d. If a list is regional rather than national, the list 
owner will select the test names so that they accur 
ately reflect the content of the list as a whole 


When List is Filed Alphabetically 


f 1 Licauy 
t 


a. If the mailer specifies the sections of the list he 


wants, the list owner will follow these instructions 
b. If the mailer merely asks for a good cross section 
of the list, the owner will take cone fourth of the 


test names from each of the following 
sections of the list 


4 through D L through R 
E through K S through Z 


aipnhabdet cal 


If the list is used frequently, the list owner will 
avoid constantly taking the same names from within 
these alphabetical groups for tests. 


When List is Filed Chronologically 


a. If the mailer specifies the section of the list he 
wants, the owner will follow these instructions 

b. If the mailer merely asks for a good cross sec 
tion of the list, the owner will address 20% of the 
order from the newest names in the list, 20% from 
the oldest names, and three groups of 20°% taken 
at regular intervals from the balance of the file. He 


will avoid using the same names constantly on test 
orders. 


When List Contains Different Types of Names 


a. If a list contains different types of names, as dis- 
cussed in Paragraph 1-c of Section II-B above, or 
if it contains names of the same types but of varying 
age, the list owner will select a proportionate num- 
ber of the test names from each type of name 
and/or from each age group. 


eping a Record of Names Used 


When a mailer uses part of a list, either on a test or 
on a continuation order, the list owner will keep an 
accurate record of the portion of the list used on 
that order. This record will be kept by the list 
owner’s maintenance department or his lettershop, 
in any way that will make the information quickly 
and conveniently available. Such methods include 
notations on the purchase order or job jacket cover- 





ing the addressing work, an actual imprint of the 
first and last addressing plate used, a schedule of 
completed jobs with names used on each, etc. 


2. Whenever a list owner receives an order from a 
mailer who has previously used his list, he will 
consult his records and give instructions so that the 
names previously used will not be repeated without 
the mailer’s knowledge. This is good practice at any 
time, but it is obligatory when the mailer specifically 


requests the omission of names used on one or more 
previous orders. 


exchange, nor permit any copy to be made, either 
for his own use or the use of any other mailer. 
2. Use Limited to Purpose Specified 

In ordering any list, the mailer will specify the 
purpose for which he intends to use it and the 
nature of the offer to be made. The list will not be 
used for any other type of mailing, or for the 
promotion of any product or service except that 
specified in the list order, without notification to, 
and approval by, the list owner 


3. Use of Corrected Addresses 
Protec tion of Vailine Dates 


a. The mailer will recognize that even though he 
obtains new addresses on a list by 
Form 3547, 
list owne! 


1. If a mailer orders a list for use on a specific date, 
the list owner will not accept any other order for 
use of the same names within one week of the 
specified date. 


mailing using 
the names are still the property of the 
He may re-mail his original offer to such 
names at the corrected addresses, but he will make 
no further mailing to them without the permission 
of the list owner 


2. If a mailer orders a list without specifying a mail- 


ing date, the list owner will accept the order only if 
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the mailer guarantees to protect mailing dates which b. The mailer 
the list owner has already assigned to other mailers. 
(It will usually be necessary for the list owner to 
assign a definite mailing date to users who do not 
request it, so that he will be able to accept orders 
from other mailers who do require such protection. ) B. Observance of Assigned Mailing 


is under no obligation to turn such 


corrected addresses over to the list owner unless 
such an arrangement has been made in advance, and 


suitable payment is made by the list owner 


Dates 


1. When a list Owner assigns a definite mailing date 
for the use of his list, the mailer will scrupulously 
observe that date. Unless at least 90% of the mail 
ing to the list is put into the mails on the specified 
date or within 24 hours thereof, the mailer will 
immediately notify the list owner, directly or through 
the broker who handled the order 


lo facilitate the protection of mailing dates, the list 
owner will maintain an accurate schedule of all 
mailings to be made to his list, both by himself and 
by outside mailers. 


Addressing and Returning Mailer’s Material 


> 


Y ; 2. If a mailer requests and is assigned a mailing date 
1. The list owner will make every effort to return the : 1 3 Gale 
3 : for a list, and confirms the arrangement with 
mailer’s addressed material in perfect condition, 
definite order, and if he then fails to use that date 
with a minimum of spoilage, and by the date re ; 
sl ; with a resultant loss of revenue to 
uested. } *9 
4 i the mailer shall, at the 
liable for 


the list owner, 


list Owner's discretion, be 
If circumstances make it impossible to meet a re- a payment to the list owner of one-half 


quested delivery date, the list owner will notify the the rental charge on the number of: names ordered 
mailer as early as possible, either directly, or 


through the list broker who submitted the order. Specifvine Naies 


Addressed material will be packed carefully in sound The mailer will recognize that it is costly for a list 
containers, and each container will be clearly marked owner to select specified sections of a list for testing pur 
on the most visible side (not the top) with the name 

of the list, the key number specified by the mailer, 


poses, and that both the owner and the broker usually lose 
and the mailer’s name. 


money on handlng s test orders. He will also realize 
that the larger the more dependable are his re- 
5 : 1 J lese reasons, he will ler 
If possible, the same quantity of addressed material sults. For these rea tn OFGE 
will be packed in each container. Otherwise, the 
quantity in each container will be marked. 


as large quantities 
as are feasible for his list t and will keep his instruc 
tions for the selection s simple as possible 
Geographical lists will be packed as nearly as pos- 
sible in geographical order, to save sorting charges 
for the mailer 


D. Placing Ord 


1. Orders for the 


will give the foll 


exchange 
If the mailer specifies the shipping method by which 


ol 


the material is to be returned, the owner will follow a. Quantity 


these instructions as closely as possible. If no method 
is specified, or if the method specified cannot be 
used, the list owner will return material by the best 
method currently available 


SECTION III 


Obligations of the Mailer 


Restrictions on the Use of Lists 


l. 


Re-using or Copying Names 

Unless there is a specific understanding to the con 
trary, names obtained from a list owner on rental 
or exchange will be used once only. The mailer will 
make no copy of any names obtained by rental or 


ntihncation 


of the list 
Date on wl! 
Rental rate 
Purpose of roposed mailing 
if requested 
Type of ma 
order forms, et 


(envelopes, 


When and how material will be shipped to list 
ownel 

When, where a! 

be returned 

Key numbe! 


Any special instructions, such 


as te 


tions, Omission of certain names, et 


C 


Guarantee that names will not be copied and re 
lease dates will be honored 
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Orders will be placed as far in advance of the pro- 
posed mailing dates as possible, to enable the list 
owner to schedule the addressing efficiently, and to 
avoid the extra expense and added chance of error 
involved in rush jobs. 


Material will not be shipped for addressing until 
the order is accepted by the list owner or his broker 
If the material cannot be shipped by the date speci- 
fied in the list order, the mailer will notify the list 
owner or his broker promptly. 


All containers in which material is shipped for ad- 
dressing will be plainly marked, outside and inside, 
with the name of the mailer, the key number, and 
the name of the list to be used. Outside markings 
will be on the most visible side (not the top) of 
the container. 


The mailer will pay the shipping charges both ways 
on material which he sends to a list owner for ad- 
dressing 


Payment for List Rentals 


Unless some other arrangement has been made with the 
list owner or his broker, payment for the rental of any 
mailing IfSt. will be made not later than 30 days after the 
scheduled mailing date 


SECTION IV 
Obligations of the List Broker 


A. Information Furnished to Prospective Users 


1. Any broker who offers a list to prospective users 
will get from the list owner, and pass on to the 
prospective user, all the information specified under 
Section II-B of this code. 


> 


On all cards or other information sent out by a 
broker to prospective mailers, the broker will use 
only the name designated by the owner for that list. 


B. Selection of Lists for Recommendation 


The broker will exercise his best judgment and dis- 
crimination in sending list cards to prospective users, and 
will not deluge such users with cards covering lists of 
little or no possible use to him. 


Reports of Bad Service 


When mailers report bad service or other avoidable diffi- 
culties in connection with the use of any list, the broker 
involved in the transaction will inform the list owner of 
these reports, and use his influence to induce the list 
owner to improve his list rental practices. 


D. Education of List Owners 


The list broker will do his utmost to inform any list 
owner whose lists he offers as to the owner’s obligations 
and responsibilities to users of his list and as to the ethics 
and standards of practice of the list rental business. He 
will take particular pains to convey this information to an 
owner who has never before rented his list, and who is 
induced to rent his list by the broker. 


Education of List Users 


Ihe list broker will also do his best to inform mailers, 
and particularly inexperienced mailers, as to their obliga- 
tions to list owners and as to the ethics and standards of 
practice of the list rental business. 


SECTION V 
Relations of Mailer, List Owner and Broker 


A. Choice of a Broker 


In the mailer-owner-broker relationship as presently 
practiced, the list owner is the seller, the broker is his 
special sales agent, and the mailer is the customer. 


The list owner is free to choose the broker or brokers 
who are authorized to offer his list for rental or exchange. 
The broker is free to choose the list owners whom he will 
represent. However, in their own self-interest, list owners 
and mailers will usually follow such established practices 
as ordering a list through the first broker who recom- 
mends it, continuing to place orders on that list through 
the same broker as long as his service is satisfactory, etc. 
And as the customer, the mailer is free to deal with any 
broker he chooses. 


B. Commissions on List Exchanges 


When an exchange is arranged by two list owners on 
their own initiative, and not on that of a list broker, it 
will not be necessary for either owner to clear the ex- 
change through any list broker or to pay any list broker a 
commission on the transaction. If one party to the ex- 
change chooses to have the order for his names come 
through a list broker, he will so advise the other owner. 
In this case, however, the broker will bill the first owner 
for the usual rental commission on the use of his names, 
and the second list owner shall be bound neither to have 
the order for his names clear through the broker, nor to 
pay any commission on the transaction. 


SECTION VI 


Enforcement of the Code 


A. Voluntary Subscription 


Any mailer, list owner or broker (who is a member of 
the Direct Mail Advertising Association) may subscribe to 
the Code by voluntarily signing a statement that he has 
read and understands its provisions, and that he will 


comply with such of those provisions as apply to his 
operations. 


The Direct Mail Advertising Association will maintain 
in its headquarters office a current list of those of its 
members who have subscribed to the Code, such list to be 


available for inspection by any member of the Associa- 
tion at any time 


B. Certification of Mailing Lists 


1. Any group of 20 or more mailers who use the same 
type of mailing lists and who themselves subscribe 
to the Code may (upon written application to, and 
approval by, the Direct Mail Advertising Associa- 
tion) nominate a List Certification Committee for 
their segment of the direct mail industry. 


The Certification Committee will be composed of 
four mailers who are members of the industry 
group, one list owner, and one list broker, all of 
whom have subscribed to the Code. 


Proposed members of the Committee will be selected 
by secret ballot, taken either at a meeting of the 
group or by mail. Their names will then be sub- 
mitted to the Chairman of the Board of Governors 
of the Direct Mail Advertising Association for his 
approval and formal appointment. 





Any list owner who wishes to have a list certified as 
complying with this Code will sign the following 
statement and submit to the DMAA Certification 


Committee which represents users of his type of 
list. 


“T hereby certify that all transactions involving the 
rental or exchange of the list named below will be 
handled in compliance with the (DMAA) Code of 
Ethics and Standards of Practice for the Rental and 
Exchange of Mailing Lists, and I hereby apply for 
the Certification Committee’s Seal of Compliance 


“I further certify that I have read the Code in full, 
that I understand its provisions, and that I exert 
sufficient supervision over the personnel handling 
this list to guarantee that the Code’s provisions will 
be observed 

“This application is made with the full understand- 
ing that the Seal of Compliance may be withdrawn 
at any time by a two-thirds vote of the Certification 
Committee if, in their judgment, I have failed to 
comply with the provisions of the Code.” 


Upon receipt of such a signed statement from a list 
owner, the Certification Committee will assign a 
certification number to the list and, within 15 days, 
notify the list owner and all brokers handling his 
list that the list has been granted the Committee’s 
Seal of Compliance 


After such notification by the Certification Commit 
tee, all cards or other information sent to pro 
spective users of the list, either by the owner or by 
the list brokers, will clearly indicate that the list has 
been granted the DMAA Seal of Compliance, and 
give its Certification number 


Withdrawal of the Seal of Compliance 


l 


Any mailer who subscribes to this Code and who 
has good reason to believe that a list owner has 
violated any of its provisions, may report the cir- 
cumstances to the proper Certification Committee 
The Certification Committee will investigate the cir- 
cumstances and bring the complaint to the attention 
of the list owner. If, after investigation, the Com- 
mittee concludes that the Code has been violated, 
and that such violations are likely to be repeated, 
it may withdraw the DMAA Seal of Compliance 
Such withdrawal can be made only by a two-thirds 
vote of all the members of the Committee. 


Within five days after the Committee has voted to 
withdraw its DMAA Seal of Compliance from any 
list, it will notify the list owner and all brokers 
handling the list of such withdrawal. The Com- 
mittee may, at its discretion, also notify all the 
mailers whom it represents of such withdrawal. 


The Best of AR ... This series of outstanding articles is now available in reprint form at 


3. After notification by the Certification Committee 
that the Seal of Compliance has been withdrawn 
from any list, the brokers will send out no more 
cards to prospective users of the list which would 
indicate that the list is still certified. Until such time 
as they can send out new cards without the Seal 
of Compliance, the list brokers will accept no rental 
orders or exchanges without notifying the prospec 
tive users that the Seal of Compliance has 
withdrawn 


been 


D. Freedom to Use Uncertified Lists 

Mailers who have subscribed to this Code are free to 
use any mailing list, whether or not it has ever been given 
the Seal of Compliance of any DMAA Certification Com- 
mittee, or whether or not such Seal has ever been with 
drawn. Withdrawal of the Seal merely puts the mailer on 
notice that the list owner, in the judgment of the Certifica 
tion Committee, is no longer complying with the provisions 
of this Code. 


Direct Mail Advertising Association, In 


EAL 


Association, | 


25c each. Order by number from AR Reprint Editor, 200 E. Illinois St.. Chicago 11. 


s21443 OW 429410 


301—-A Basic Guide to Specialty Advertising 307 

302—-A Basic Guide to Television Commer 
cials 

303—105 Ulcer Reducers for Exhibitors 

304—What Makes Good P.O.P. Advertising 310—A Basic Guide to Direct Mail 

305—How to Save on Your Printing Bills 311—A Portfolio of Typefaces for Admen 

306—Do’s and Don'ts for Premium Buyers 312 


A Basic Guide for Paper Buyers 
308—-A Basic Guide for Advertising Photos 
303—-A Basic Guide to Business Films 


A Basic Guide to Packaging 





THAT NEW CATALOG will travel far and fast — in envelopes . 
go to work if you select top quality envelopes. Select them now, while the piece is in the planning stage . 
standard U.S.E. styles and sizes for regular mail, first class mail, air mail, two-compartment combination and third 
or fourth class in quantities. Your printer can obtain samples and prices — you pick the styles and sizes from the 
U.S.E. Envelope Selector Chart, which is waiting for you in our Advertising and Sales Promotion Department. 


UNITED STATES ENVELOPE COMPANY 


. . arrive fresh and clean and ready to 


Springfield 2, Massachusetts 


Divisions from Coast to Coast 
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Lindahl! Brothers 


...-Midwest Mountain Movers 


LT. CORPORATION + MACHINERY AND 


B.& G. Crane Service 


Makes The “Big Lift” 


C.LT. is On the Job, too 


C.LT. CORPORATION « MACHINERY 


Variety of Coverage C.1.T. needs photos and information c 


EQUIPMENT FINANCING 


Reilly Gravel 


The Mackle Company 


Brings Big Building 


..-Pay Dirt In San Antonio 


I.T. Is On The Job, Too 


ah 
C.LT CORPORATION - MACHINERY AND EQUIPMENT FINANCING eI 


to Port Charlotte 


Is On The Job, Too 


10ON * MACHINE! 


vy AN 


AND R« NT FINANCING 


untry, and can be shot only during the working season. A 


for its case-history a itt ¢ located all over the good service, backed up with a questionnaire, produces results 


How C.1.T. Gets National Photo-Coverage 


It’s not easy to get good photographs of heavy the ape gg 
1ese principal points; tha : 

industrial construction all over the country, but 2 ita al te 
e has more than 40 years of serv- 

C.1.T. does it regularly. ice and experience in the field of 


How does a company whose prod- 
uct is money—the lending of it 
that is—obtain photographs and re- 
ports to use in advertising that will 
effectively reach its customers 
the companies and people who bor- 
row the money? 

That was the problem facing CIT 
Corp., the nation’s largest financing 
institution, and its advertising agen- 
cy, Fuller & Smith & Ross. For 
years, CIT has had an extensive ad- 
vertising program in business mag- 
azines to let contractors, dealers and 
others in the construction indust V 


know about the many specialized 


finance services the corporation has 
available. 

In addition to providing financing 
to contractors to obtain required 
costly equipment, etc., CIT also fur- 
nishes specialized financing plans for 
working capital purposes, to meet 
operating expenses; any of the many 
money needs of contractors 


>» CIT’s specialized advertising pro- 
gram is not designed to produce in- 
quiries, or make “sales,” as in the 
usual business publication adver- 
tising. The main purpose of this 
series is to acquaint all segments 


equipment financing. 


® operates all over the country, not 
just in big cities or in certain areas 


@ knows its business—and the con- 


struction business as well 


@ has satisfied customers who have 
profited from CIT finance plans 


® representatives are willing and 
ready to go into the field to be of 
help to They aren't 
afraid to get their shoes dirty. 


customers. 


Advertising manager Hall Post, 
with F&S&R account executive Dan 
Mara, decided that case histories— 
not just any case histories, but well- 
written and well-photographed his- 


tories—would be the answer. Before 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 
8 x 10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


N.AJOR PHOTO Co. 


Commercial Photographers 


116-118 W. Ohio St. * Chicago 10, Illinois 
Dept. F-z a Telephone: MI chigan 2-565] 


ef 
Vet 


BUY THE 


. . » FASTEST 
MOST ACCURATE 
PROJECTIONS 
FOR LAYOUTS 
AND SCALING 


Model 
“_e 


Patented 


Only 


$498.00 


fob 
Newark 


Projects ANYTHING opaque, transparent or three 
dimensional 400%, in true color, thru and upon 
the working surfoce without hand shadow and 
in perfect detail. Also makes line of half- 
fone, negatives, veloxes, photocopies, silk 
screen positives 


EXCLUSIVE FEATURES 


@ Viewing oreo 24°: 24" @ Wo extras 
© Copybeord oreo 27°x 32" 
@ Fleer oreo 29x % 
@ Parallel Adjustments 
fer accuracy 
@ On casters for mobility 


ths mea 
BULLETIN +101 to: 


The M. P. GOODKIN CO. 
24 Beach Street, Newark 2, N. J. 
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proceeding with their planned cam- 
paign, they had to have a file of re- 
ports with suitable illustrations. 


> Mr. Post and Mr. Mara put their 
problem before’ the 
Photography 


Commercial 
Division of United 
Press International. They explained 
that they needed fast service—most 
road construction is done in the 
summer, when inclement weather 
doesn’t interfere with the progress 
of the work. They needed dramatic, 
realistic pictures showing men and 
machinery at work that would illus- 
trate the message that CIT wished 
to deliver. 

These case histories had to be 
varied, both as to location and type 
of job involved. Considering that 
all of the research and photography 
for an entire year’s advertising cam- 
paign had to be completed within 
the few available months of good 
weather, it was a tough assignment 
indeed. 

In addition to obtaining good pic- 
torial coverage, UPI undertook the 
gathering of the factual material 
needed to round out the case his- 
tories. After determining what in- 
formation CIT wished to learn, the 
UPI staff worked out a _ general 
questionnaire designed to produce 
information useful to its client. 


> Utilizing photo reports for trade 
advertising is just one of several 
uses CIT makes of case histories 
In addition to the monthly ads in 
sixteen regional and national pub- 
lications, CIT makes use of the ma- 
terial in the following ways: 


1. Each ad is enlarged to a giant 
size—2'x3’—and is posted in 17 
CIT division offices across the na- 
tion. 


2. Copies of these posters are sup- 
plied to the contractors and dealers 
seen in the photographs for thei: 
own promotional use 


3. The case history ads are re- 
worked into mailing pieces which 
are given a_wide_ distribution 
throughout the construction indus- 
try 


4. Publicity in business magazines 
is based upon the material gathered 
in the photo report surveys. CIT’s 
public relations counsel, Carl Byoir 
Associates, uses the data and pic- 
tures for releases to appropriate 
outlets 


5S. Specially-written stories and se- 
lected pictures are sent to news- 
papers in the areas covered by the 
photo reports which helps to pub- 
licize CIT’s customer in the places 
where this can do the most good 


6. Many of the picture-stories on 
which the ads have been based are 
worked into features for the CIT 
house organ Citations which has a 
wide distribution outside of the 
corporation as well as internally. 


“We find,’ said Hal Post, “that 
the reports, aside from photos, re- 
leases, etc., contain more usable 
quotes on the subject of financing 
than our own men are able to bring 
back from interviews with the same 
contractors.” 


> Photographs of big jobs, big ma- 
chines, big men, help CIT tell its 
story to the people they want to 
reach: top level dealers and con- 
tractors throughout the construc- 
tion industry. CIT’s competition in 
this field comes not from other na- 
tional organizations, but rather form 
aggressive local or regional finance 
organizations who seek out the con- 
struction people on a personal basis 
CIT’s advertising program has to 
convince these contractors, dealers, 
etc., who are all hard-headed busi- 
nessmen, that CIT is local, too. The 
case history method, which speaks 
to these men through words and 
pictures they are familiar with, 
serves to get CIT’s message across. 
44 


New Scaling Device 
Doubles As Template 


In line with the trend toward 
simplification — of 
square-up 


alignment and 
checking devices for 
artists and production men, a Los 
Angeles company has introduced a 
device designed to further speed 
this time-consuming process 
Called Check-scale, the device is 
a 17x11” grid scale calibrated in 
one-eighth inches and printed on 
0.005” thickness Mylar-base trans- 
parent film. The film is specially 
treated to hold precise measure- 
ments and is said not to stretch 


Double Duty . . Check 


t scale photograph 


) 


Is template for layout 
Nf 





shrink, curl, discolor. It 
takes pencil marking which can be 
quickly erased. 

Designed to check alignment of 
artwork, type proofs and printed 
matter, check-scale can also be 
used as a template for laying out 
size dimensions on 


warp or 


pasteups and 
mechanicals, owning to its extreme 
dimensional stability, its manufac- 
turer states. Price is $4.95 postpaid 
Further information is available 
from Check-scale Products Co., 
P. O. Box 15781, Los Angeles 15, 
Cal. q4 


Marker Speeds 
Artist’s Tasks 


A new product geared to speed- 
ing production of sharp, clear, 
quick-drying artwork is the Speed- 
ry D/R Magic Marker. Designed 
for sketching, lettering or filling in 
large or small areas, the product 
writes with a felt nib in wide or 
narrow widths. 

Writing is said to be durable, re- 
movable and will not penetrate pa- 
per. The marker is odorless, leak- 
proof, fade-resistant and dries in- 
stantly on porous surfaces, accord- 
ing to the manufacturer. 

Since the ink dries quickly, colors 
can be mixed right on the layout 
by superimposing. Colors do not 
need to be fixed since the marker 
is smudge-proof. 

Available in eight colors, the mar- 
ker may be purchased in art supply 
stores or directly from the manu- 
facturer, Speedry Products, Box 97, 
Richmond Hill, Jamaica 18, N.Y 
The marker sells for 57e with refills 
at 35c 44 


‘Supermarket’ Sets Style 
For Fashion Photography 


Aware that quality fashion 
photography is out of the reach of 
small advertising budgets, Rainbow 
Studios, New York, has done some- 
thing about it. Rainbow likes to re- 
fer to its method as a_ fashion 
“supermarket,” i.e 
supplying high quality at lowest pos- 
sible prices by wiping out the frills 
and past-due bills. 


photographic 


Rainbow uses its own staff stylists 
There are no salesmen’s commis- 


sions, agency fees or outside con- 
tractors (all work is done on the 
premises). There is no pick-up and 
delivery service and there are no 
delinquent accounts, since business 
is strictly cash and carry 

Quality fashion shots, retouched, 
are available within five hours with 
a selection of proofs to choose from, 
the studio reports 44 


i 


EA 
x-acto 


_ SAFETY-GUARD 


Compact Magazine File Marsteller, 
Rickard, Gebhardt & Reed’s New York 
office turned to Steelmaster multi-tray 
cabinets to keep its collection of 800 
magazines under control 
has 30 trays, each 14 


copies 


Each cabinet 
deep, holding 10 


Silver Photography Comes 
Of Age In New Process 


A “quick silver” photocopying 
process, said to retain all the ad- 
vantages of silver photography plus 
speed and convenience, was intro- 
duced by Peerless Photo Products, 
Shoreham, L. I., N. Y., at the Second 
Visual Communications Congress in 
Chicago. 

The economical 
whether producing one copy or one 
hundred and can 
photographic every 
kind of original matter, 
according to Peerless 

The process, trade-named “Quick 
Silver,” is a fast-development chem- 
ical-stabilized 


new process 1S 


reproduce, with 
quality, 
and color 


from 


silver photography 
process which uses a single sheet of 
sensitized paper to make a copy. By 
exposing the original in contact with 
the sensitized sheet, a right-reading 
negative stat (white on black) is ob- 
tained by a single pass through the 
machine. The negative stat can serve 
as the finished copy or it can_ be 
used as a master copy from which 
to reproduce positives. Cost of posi- 
tive copies is said to be about fow 
cents each. 

Peerless’ “Quick Silver” automatic 
printer-and-processor combines in 
a compact desk-top size machine an 
exposure unit and an instantaneous 
developer-and-stabilizer. The 
equipment is capable of copying ma- 
terial up to 9” 
length 


wide and of any 


Production of the negative is ac- 
complished in less than 30 seconds 
and as many as four positive copies 
can be produced in one minute. 44 


KNIFE* 


*Pat. Pending 

Sliding metal guard for 
absolute safety in carry- 
ing, handling and storage 
Accommodates the regular 
surgically-sharp, instantly 
interchangeable X-acto 
blades. Won't roll off in- 
clined surface. 


Guard Adjusts 


to any Position Closed 


Chuck principle — 14 Pull until blade is 

turn and guard moves covered (or any in- 

freely outside of knife between position); 14 
turn locks guard 


FRY-OUT OFFER! $1.00 
for Safetv-Guard Knife 


Write tor new 
Art Tool Catalog 


X-ACTO, INC. 


48-45 Van Dam Street 
Long Island City 1, N.Y 


Ae RAS 


TOP QuaLity || VALANCES 


FOR 9O YEARS 


THE BEST BUY IN POINT-OF-PURCHASE ADVERTISING 
NOW, PERMANENT PRESSURE SENSITIVE (WATER 
LESS) TYPES AND WATER APPLIED TYPES TOO 


SOME SALES TERRITORIES OPEN-COMPLETE DESIGN SERVICE 


ALUN Seren 


ae he) UY et) | ike 


If YOU Are in any 
of these fields... 


Paper 

Printing and Binding 

Premiums, Prizes, and Specialties 
Shows and Exhibits 

Sampling and Couponing 
Typography and Layout 

Labeling and Packaging 

Radio and TV Production 

Signs and Identification Materials 
Audio and Visual Aids 

Direct Advertising 

Art and Photography 
Photoengraving and Platemaking 
Window and Store Displays 


Professional Services 


Your advertising belongs in 


Advertising 
Requirements 
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A symbol that started as the chief element 
in a poster turned out to represent the product and 


its characteristics, and to be usable in print ads as well. 


Symbolize a Product 


By Maurice Bensoussan 


When a product has a unique fea- 
ture, it is often a blessing to the de- 
signer of advertising material. It 
gives him something different to 
work with, to stimulate his imagina- 
tion. 

A good case in point is the promo- 
tion developed for the electric shav- 
er created by Philips, Eindhoven, 
Holland. Called Philishave in most 
countries (Norelco in the United 
States), the razor is the only one to 
use rotary blades. 

While it was decided to use this 
feature as the main sales point in 
the advertising in all countries, the 
way in which this was carried out 
was left up to each Philips branch 
factory or importer. In each coun- 
try, the branch and its agency tried 
to develop a symbol around the 
theme of rotary action 


> Most successful of all was the con- 
tribution of Philips England. Work- 
ing with the artist F. H. K. Henrion, 


a poster was developed to promote, 
in a simple, easily-remembered way, 
the idea of easy, close shaving by 
rotary blades. 

The first, and most obvious, 
thought was to show the end result 

a clean-shaven face. But instead 
of showing it completely shaved, Mr. 
Henrion preferred to use a _ half- 
shaved face, to make a better con- 
trast between the freshly shaved 
surface and the rest with its heavy 
black dots representing the beard 

It was no great problem to in- 
clude the razor itself in the poster, 
and make it clear. The Philishave 
has an outside shape which is dis- 
tinctive, and it could be easily made 
part of the design to build product 
recognition. 


> So far, this was a poster in the 
classical mode—a _ half-shaven face 
and the product. The real contribu- 
tion of Mr. Henrion was to add a 
heavy spiral line which made up 
the nose and a smiling mouth in 
part of its path. The round face and 


the arms, which carried out the di- 
rection of the spiral, added to the 
impression of rotation. In addition, 
the suggested movement of the arms 
gave the idea of speed in shaving. 

The atmosphere of rotation was 
increased by placing the brand name 
and the slogan “Rotary Action for a 
Closer, Dry Shave” in concentric 
circles around the face. The back- 
ground color was also painted in 
concentric strokes. This made the 
whole poste! 


rotate around the 


spiral-faced man 


> The first poster was so successful 
that the motif was adapted for a 
series of posters, and then rein- 
terpreted for ads placed in various 
international publications, such as 
Life International. 

Because of the increased concen- 
tration possible with print ads, as 
contrasted with the momentary 
glimpses normally given posters, the 
illustration could be 
broader in scope, 


somewhat 
and could, of 
course, be supplemented with copy. 
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PHOTOS SELL ANYTHING 


or FREE photo packet 


, TAL Ch ZING | 
REPRO) 


‘me 2PORTIONING | 


CAST SLAW UNS 


ANY EXTREMES 
from type, lettering, logos, art 
You dream up the effect you want 
— we'll reproduce it to perfection. 
PLaza 3-4943 
FLEXO-LETTERING CO., INC. 
305 East 46 St., New York 17 


Since 1937 the greatest name in T 


Photography and Process Lettering 
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ANYWHERE 


Since these magazines circulated 
in countries other than England, an 
international theme, appealing to a 
broad category of people, was indi- 
cated 


>» Each ad had a three-line headline 
with a catchy rhythm. Each jingle 
listed three kinds of people who had 
nothing much in 
their use of 


common 
Philishave. 
some typical jingles: 


except 
Here are 


> The artwork picked up one of the 
three lines as a theme, and illus- 
trated it in a fanciful fashion, al- 
ways built around the rotating man 
For example, the ad which men- 
tioned “VIPs_ on _ international 
flights” showed an airplane whose 
propellers had been replaced by ro- 
tating men. A locomotive 
stack was emitting puffs of 
rotating illustrated the line 
“Passengers — in 


steam 
whose 
men 
trans-continental 
“Belgian diplomats in top 
used a top hat, a moustache, 
and eye 
latter, of 
man 
Month 
went on, 
ing an 


trains.” 
hats” 
each 


glasses, lens of the 


course, being a rotating 
after month, the 
with the rotating man be- 
Indian, a lion, a pseudo- 
Inca vase, an Eskimo in his igloo, 
and many other 


series 


Imaginative con- 
The consistent use of the spiral 
high recognition value to the 
series, and expressed the idea of the 
world-wide use and acceptance of 
the Philishave. 

The text was basically the same 
in each ad, but each picked up its 
lead from the headline. “You will 
have the smoothest take-off ever” 
went with the airplanes. The diplo- 
mats were followed by the lead: “It’s 
no state secret that Philishave takes 
the honours.” 


cepts 


gave 


> Around Christmas time, the ro- 
tating man becomes a Santa Claus 
with a white beard on only half of 
his face, and the jingle 
the phrase “give it” 
“use it.” 
from a 


ends with 
replacing 
This was an adaptation 
Santa Claus 
the previous year. 
This visual interpretation of a 
product seems to have caught on, 
and starting with a poster, Philips 
has brought it into its whole promo- 
tional After all, when 
a successful symbol, you 
are better off when you use it as 
widely as you can 44 


poster used 


campaign. 
you have 


Photo-Lithographers 


The Most Essential Knife for 
the Craft. .. Now Available! 


\Juun Cutter 
CUTS STENCILS 
FOR SILK SCREEN 
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OFFSET Nn ETc 


SEND 


$3.50 
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HANDLE 
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SIZE 6! 4 Sn 


UNIFORM STRIPS \_ 
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Send for free catalog 


MARK SPECIALTY CO. 
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Rochester, N. Y. Dept. AR 
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Oo The! 
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ARTS 


P.O. Box 4654 Tucson, Arizona 
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City . State 


ALLOW 10 DAYS FOR DELIVERY 


STIVERS STUDIO 


YOU CAN Free illustrated brochure tells 
how we published, promoted 
PI BLISH and distributed books for over 
3,000 authorsunder our 40% 
YoU be royalty-subsidy plan. Nocharge 
foreditorial appraisal of your 
BOOK manuscript. All subjects 
welcomed. Write Dept. AR 
EXPOSITION PRESS / 386 4th Ave., N.Y. 16 
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Just send empty package 
and indicate view desired. 
Delivery within one week! 
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A Simple Way 


To Control 


A system borrowed from the 
laundry field has smoothed 
control of art and production at 
this agency. 


By J. O. Jones 
Valentine-Radford 
Kansas City, Mo 


One day some months ago, Earle 
Radford Jr., Valentine-Radford Ad- 
vertising, Kansas City, Mo., picked 
up a small folder advertising laun- 
dry equipment. He is not sure now 
just why he happened to do so, or 
why he happened to glance through 
its pages. Certainly, at that partic- 
ular time, he was not thinking about 
a better method of production con- 
trol for Valentine-Radford. 

Yet in that unlikely place, he 
found just that. At least, he spotted 
a piece of equipment that led to the 
development of a system he feels is 
far superior to any other he has ever 
seen or heard about. 


> The piece of equipment was a 
metal Lazy Susan circular file, the 
kind you often see standing on a 
desk or counter. It has a series of 
swinging panels, each panel con- 
taining pockets. Advertised along 
with the file was a “snap-out” form 
and an explanation of how any laun- 
dry could use the file and “snap- 
out” form to simplify its call-office 
record-keeping. 

In studying the folder, a lot of 
ideas Radford has had for years 
about production control began to 
crystalize. And a short time later 
Valentine-Radford had a new pro- 
duction control system. 


> Briefly, these are the chief ad- 
vantages of the new system: 


1. The production manager has at 
his fingertips at all times a complete 
record of every job in production. 
This includes not just the name of a 
job, its current status and closing 
date, but all mechanical specifica- 
tions, names of publications, quan- 
tities and stock in the case of print- 
ing, etc. There is also room for notes 
on changes, if any, made in the orig- 
inal copy or layout. 


2. In 15 minutes or less, the produc- 


tion manager each morning can 


Production 


Heart of System This lazy susan file 
is the heart of the production control sys 
tem developed at Valentine-Radford, 


Kansas City agency 


check the closing dates and printing 
deadlines of approximately 130 jobs, 
the number of jobs normally in pro- 
duction at Valentine-Radford, along 
with the exact status of 
that’s “hot” 
that way. 


any job 
or close to getting 


3. With one typing of a “snap-out” 
form, the secretary who starts a job 
provides a record of the job for: the 
account man, the billing department, 
the artist eventually assigned to the 
job and the production department. 
Thus, everyone concerned with the 
job has a record of it .. . and every- 
one’s record is the same. 


4. When a job is completed, the 
record kept by the production de- 
partment is sent to the billing de- 
partment, where it is attached to the 
sheet on which all charges on the 
job have been posted. This record is 
very helpful when it’s time for an 
account man to OK a job for billing 
It also provides an excellent perma- 
nent record of every job 


> Although development of the new 
system had a chance origin, Mr. 
Radford has long been engaged in a 
search for a better method of pro- 
duction control. 

Yet prior to development of the 
present V-R system, he found what 
he considered major drawbacks to 
every system he investigated. Val- 


entine-Radford was organized in 
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Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 
The New Model 44 


tO-Graph 
f14) Wd 
Art production costs 

drop, earnings go up, 

with an Art-O-Graph. 

Render _ illustrations; 

visualize layouts; 

“drop in” keyline ele- 

ments; capture per- 

spectives; match let- 

tering; insure accura- 

cy; fast scaling; elimi- 

nate stats. No trac- 

ings! 


10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if re- 
turned 


Write for 
folder! 


Takes up no floor 
Py ol-[4 Meee Th 
head “dead” space. 


4837 Emerson Ave. So. Minneapo 


Fra) PRODUCTS FOR YOUR 
gy) TV AND ART DEPT. 


“STORYBOARD” PAD © 


The pad that has big 5 x 7 
video panels that enable 
you to make man-sized TV 

Perforated video 
and aud segments on 


background 


No. 72C—Pad Size 14x17 


(50 Sheets—4 Segments on Sheet 


é. 
Tomkins TELEPAD v 
Most popular TV visual pad 


video and 
audio panels on gray back 


with 2x4 


ground Each panel perfo 
rated 


No. 72A—19 x 24 
(50 Sheets—12 panels on Sheet) 
No. 72B—Pocket Size 8x18 


(75 Sheets—4 panels on Sheet) 


FREE SAMPLES 
FOR THE ASKING! 


Write on your letter 
head for 200-page cata 
log of art supplies An 
Encyclopedia of Artists! artists ha 
® Ar 
Materials AFTin ERiaLs 
G SUPPLigs 
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The greatest thing 
that ever happened 


to any art department! 


Special 
Trial Offer 


2 Large Full-size 
Sticks 


only $1.00 


1 Dozen only $5.30 


For Prepaid 
Temporary ‘‘Tacking’’: 
Rub on DRY-STIK and 
smooth paper lightly in 
place. Pieces easily slide 
around ‘til you are ready 
for permanent mounting. 
Easy to peel off and re- 
place. 

For 


Permanent Mounting: 
Apply DRY-STIK as above, 
then rub down firmly 
with red plastic tip. 
Forms waterproof bond 
stronger than the paper! 


All these 


new 


DRY-STIK 


RUBBER CEMENT 


in Revolutionary Dry Bar Form! 
Rub it on dry — makes paper stick 


Completely Replaces 
RUBBER CEMENT, 
PASTE AND MUCILAGE 


Now — say “goodbye” to messy old-fashioned jars, 
brushes and time-consuming methods of pasting 


down type proofs, photostats, layouts, etc 


DRY-STIK the modern wonder adhesive 

does the job quick and easy. Instantly makes paper 
stick to cardboard, wood, glass 
surface, without waiting to dry! 


- practically any 


“Chalked” lightly on paper, Dry-Stik immediately 
makes paper pressure sensitive without being sticky. 
Pieces slide easily into position ... a light finger-tip 
pressure makes paper stick. You can precoat and 
stack many sheets without their “clumping” to- 
gether or picking up dirt 


DRY-STIK saves time because you treat only one 
surface . . work without opening jar or tube, elimi- 
nate going over with a pick-up. And DRY-STIK 
absolutely eliminates waste can't spill, spoil, or 
dry out. So economical, a single stick does more 
than a quart of liquid rubber cement. . 
than half as much! 


costs less 


features make DRY-STIK 


the answer to an artist’s prayer! 


seeeeoeee eee eee Oe O OSS OO ONS OOOS ORS 


Get 
DRY-STIK 


at leading Art Supply 
or Stationery stores 
— or send $1.00 for 
TRIAL OFFER of two 
full-size sticks. 


DEALER 
INQUIRIES 
INVITED 


SATISFACTION 
GUARANTEED 


1 - ap * February 1959 


MAIL THIS COUPON TODAY! 


DRY-STIK CO. — Dept. AR-1 
4356 N. Kedvale, Chicago 41, Ill. 


Please Rush 


___bars of Dry-Stik prepaid at special 
2 for $1.00. 


1 Dz. (12 Bars) of Dry-Stik $5.30 prepaid 
Check or Money Order Enclosed. 

NAME 

COMPANY NAME 

ADDRESS 

ciITY STATE 


Basic Form .. . A special snap-out unit 
provides identical description for the 
account man, the billing department, the 
artist and the production department. 


1948. During the first few years that 
followed, when there were a limited 
number of jobs in production at any 
given time, production control was 
not a problem. In more recent years, 
keeping track of jobs has become a 
matter of more and more concern. 
V-R today employs 18 persons, han- 
dles 32 accounts and currently bills 
in excess of a million dollars a year. 

In talking about various “board” 
systems, Mr. Radford has this to say: 

“These systems tell you the name 
of a job, its current status and clos- 
ing date, but that’s usually about all. 
To find out other data, you have to 
go to another source, perhaps sev- 
eral sources. One of these ‘sources’ 
may be an account man who's not 
available. That's where you lose 
time. 

“Our new system offers the same 
‘visual’ advantage a board system 
does. But it also gives you far more 
information and it gives you this in- 
formation in a single source that’s 
always at your fingertips.” 


> The laundry file which sparked 
Radford’s imagination is known 
commercially as the Vis-All file and 
is manufactured by Willco Sales Co., 
2918 Southwest Blvd., Kansas City, 
Mo. Mr. Radford considers this par- 
ticular type of file essential to the 
successful operation of the new V-R 
system. He does not believe, for in- 
stance, that the system could work 
properly ... at least not nearly as 
well... if the production manager’s 
records were kept in a drawer file. 
This would involve constant shuf- 
fling and re-shuffling of cards. Also, 
with all cards in sight, a misfiled 
card can be spotted immediately. He 
also points out that with the Vis-All 
File, records on an almost unlimited 
number of jobs can be kept in a 
very small space. 

“The system has made a 100% im- 
provement in production control for 
us and I’m sure it could do the same 
for many other agencies, too,” Mr. 
Radford says. 44 





Promote 


less door, they developed a 
got every ounce of return 


playing all the stops 


can’t be 
special to 
takes a_ special 


Successful promotions 
done without anything 
base them on. It 
something to achieve even moder- 
erate success and for really whop- 
ping results, those “in the know” 
suggest a new nothing! 

It was this kind of lucky fortune 
the Peoples Bank & Trust Co. of 
Dayton, O., fell into recently when, 
in the process of remodeling, they 
did away with their old, bank-type 
dignified door and replaced it with 
a new door that looked like nothing 
at all since it consisted solely of air 
moving the open doorway. 

Manufactured by Air Door Inc., 
division of New Castle Products 
Inc., New Castle, Ind., the new 
“door” for the bank was in reality 
a fine, practical 
many advantages 


across 


convenience with 


> While its air curtain kept out cold 
air, rain, dust, dirt, etc., it 
had no retarding effect on custom- 
ers whatsoever. In fact, 
the bank officials, this door of 
“nothing” was a boon in emphasiz- 
ing the bank’s accessability to the 
public. 

For example, in announcing the 
“opening” of the new “door” the 
bank could say and quite hon- 
estly, too — “Now nothing stands 
in the way of doing all your bank- 
ing at Peoples.” 

The lighthearted, whimsical pro- 


snow, 


reasoned 


NUTT 


When the Peoples Bank, Dayton, Ohio, installed a door- 


promotional campaign that 


from their investment, by 


motion approach was chosen by the 
bank not only because it capitalized 
on the new front door that couldn't 
be seen, but because bank officials 
felt it would typify the warm, 
friendly public image necessary for 
effective customer relations 
Typical of the strategy used by 
the Peoples Bank, and Yeck and 
Yeck, People’s agency, in making a 
considerable 
nothing,” 


“something out of 


were the following 


Mailings 
containing 


e@ “Nothing” 
boxes 


Small 
but ail 
were sent to key business and civic 
leaders. Bright red labels on the 
read: “Warning Contains 
Troposphere! Within this box is a 
cross-section of the new front door 
at Peoples Bank.” An invitation to 
the opening was pasted on the un- 
derside of the box top. 


nothing 


boxes 


e “Nothing” for the Press ...A 
popular local woman _ columnist, 
who frequently received samples of 
products from local business men, 
received a huge “sample” of the 
bank’s new door in a large card- 
board box full of air. This sparked 
an entire column on the Air-Door 
from her in which she quipped that, 
as a hay fever victim, she didn't 
believe the air was as good as that 
of San Francisco. The promotion- 
minded bank officials took up the 
challenge by having TWA fly a 
large balloon full of San Francisco 


air to Dayton. This, with the col- 
umnist present, they ceremoniously 
dumped into their air door. Point- 
ing out that the West Coast air in 
the door was due to be constantly 
re-circulated, they issued a stand- 
ing invitation for the lady to come 
and breathe in their door anytime 
she felt the sniffles coming on. 
Another promotion to interest the 
local “press” was a special lunch- 
Featuring a centerpiece con- 
sisting of foods depending on air 
for proper effect, the buffet table 
was heaped high with swiss cheese, 
macaroni, doughnuts, cream puffs, 
lemon chiffon pie, Cheerios, 
two champagne bottles 
you guessed it . 


eon. 


and 
containing 

nothing. 

© Printed 


newspaper 


“nothings” local 
followed the light- 
hearted pattern of the opening an- 
nouncement by showing pictures of 
the bank’s exciting 


ads 


new “nothing” 


f San Francisc 
WA 


r the 


Premiums, Prizes & Specialties © 75 





‘the cold air 
that can’t blow in the new air door” 
‘the that can’t drift in.” 
Other ads showed huge pictures of 
the finger that can’t get pinched,” 
‘the key that’s lost 
‘the umbrella that 
® Televised 
commercials 
the 
announced 
Peoples Bank 


radio set.” 


with copy reading 


and snow 


its job,” and 
will catch.” 
Radio 
same 
and 


first for 


not 
“nothings’ 
the 


ads 


followed 
spirit of newspape! 
also “another 


television ove! 


your This startling an- 
nouncement was 
that 


picture of Peoples’ new door would 


explained by 
pointing out since televising a 
produce a picture of “nothing” any- 
way, the listeners could get that by 
looking at their radio 
> The 
doot ( 


to the 


the 
reated a considerable stir due 


formal opening of new 
bank’s promise of consistency 
in the confusion by having “no one” 
cut the stretched 
doorway 


Lured by 


visible 


ribbon across the 


the promise of an in- 
that formally 
opened for the first time by an ap- 

the 
force with 
radio 


doo was 


‘self-dedication,” local 


full 


cameras, 


parent 
press showed up in 
notebooks. tv tape- 
pho- 
the first 


recorders and 


Since 


newspape! 


tographers this was 


That reminds me 
| want to try EEZ. 


What shelf 


All You Need to Know 
About Balloons... in the 


PIONEER 
Advertising Balloon 
Fact Pack 


Ideas © Sample Balloons 
Price List 
Imprint Work Sheet 


Get it for your files now! 


. cp * February 1959 


Air-Door in the area, the press 
was more than impressed. By dedi- 
cation time, a quick count showed 
two tv cameras, two radio an- 
nouncers, and five still cameras all 
busy describing or taking pictures 
of “nothing” in black-and-white or 
color! 

Due to an assist from university 
chemists, the ribbon-cutting cere- 
mony by “no one” lived up to 
everyone's expectations. 


>» When one of the bank’s founders 
turned the switch that put the door 
into operation, the ribbon—which 
had been doused in a special chem- 
ical shortly before the ceremony 
burst into flame cutting itself neat- 
ly in two. 

After the the bank 
officials demonstrated the efficiency 
of the door by creating a veritable 
“snow from fire 


ceremony 


storm” ex- 
tinguishers. 

A full explanation of the Air- 
Door’s insulating wall of air was 
given by pointing out how the air 
current through 
a grating in the floor where it is 
filtered, cleaned and_ heated or 
cooled before returning to the over- 
head vents to repeat the cycle. 


The 


moves downward 


press was also shown how 


Order a carload and well give 
you 500 balloons with your 
store name on one side and our 


The Pioneer Rubber Company 


Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 
Please send me your FREE ‘Advertising 


Balloon Fact Pack | want to throw it 
up against the wall and see what sticks. 


Firm 
Address 
City Zone 

Requested by 

Or phone Betty Wolfe at Willard 3-2211 to order. 


wind and weather conditions vary 
the temperature, direction and in- 
tensity of the air thus assuring 
even interior temperatures and 
eliminating drafts. 


>’ The entire promotion received 
considerable attention from the 
community in the following weeks 
since the opening had been covered 
by all communication media in the 
locality, and the bank continued 
to run local newspaper advertise- 
ments and radio “spots.” 

The air door promotion was han- 
dled for Peoples Bank by Yeck and 
Yeck, a Dayton advertising 
sales promotion agency. 

Successful, it proved that one 
good gimmick and a clever ap- 
proach to back it up can make a 
promotion if it is carried out con- 
sistently. 

In the particular case of the 
Peoples Bank & Trust Co., their 
new “nothing” not only pointed up 
their extensive remodeling program 
but gave the bank an excellent op- 
portunity to win friends in the 
community. 44 


and 


New Publication Promises 


Cash-Coupon Placement 
outlet for cash-re- 
deemable coupons and special prod- 
uct offers has made its bow to the 
agency field in the form of Save, a 
new publication owned by Rapid- 
American Corp., New York. 
Scheduled for publication in 
March, 1959, the bi-monthly, digest 
size publication will accept adver- 
tising solely concerned with product 
promotion. Included in this promo- 
tion area is couponing, band offers, 
premiums, self-liquidators, contests 
etc. The editorial plans are to com- 
plement this type of advertising 
with articles by prominent author- 
ities in fashions, beauty aids, cook- 


A media 


ing, home decorating and furnish- 
ing fields. 

According to Inez Holland, pub- 
lisher, “manufacturers of mass items 
can now reach 25 million selected 
shopping households in the United 
States with cash-redeemable cou- 
pons and special offers, at a cost 
of $3 per thousand for a full-color 
page and 1/3 of a cent per coupon.” 

Dummies illustrating the flexi- 
bility of Save on a regional basis, 
the use of IBM keyed coupons, and 
the free availability of consumer 
panels for testing or pretesting of 
merchandising techniques, will be 
available to agericy media and mer- 
chandising departments 

Details are available from Rapid- 
American Corp., 711 5th Av., N.Y. 44 








The humble advertising special- 
ty is often overlooked as a po- 
tential medium, but these case 
histories, drawn from the first 
competition of the Advertising 


Specialty Natl. 


Assn., shows 


how effective it can be. 


The advertising specialty has ad- 
vertising impact and influence far 
beyond its appearance in agency 
planning or in industry publications. 
Too often it is not part of the regular 
budget, but an afterthought, tacked 
on because somebody thought it 
might add impact, or because of a 
persuasive salesman, or because no- 
body knew what to do with a little 
extra money. 

Because specialty advertising is 
not out in the open, as are ads on 
television, in print, or on outdoor 
posters, successful campaigns in this 
field tend to be overlooked. To bring 
them out in the open, where adver- 
tising men can learn from them, the 
Advertising Specialty Natl. Assn., 
Washington, conducted its first an- 
nual competition of specialty adver- 
tising of merit. 


> From the award winners, AR has 
selected the following five. Each of 
the campaigns described has a dif- 
ferent objective, only one naming an 
increase in sales as its purpose. The 
other four gave as their purpose: 


Correct trademark usage 

Ad readership proof 

Radio program audience increase 
Exhibit attendance builder 


Specialty 


Advertising 


(Does the 


These, and the other entries in the 
competition, vary so widely in so 
many factors that this report might 
well be given the subtitle: “How a 
variety of companies used a variety 
of specialties in a variety of ways for 
a variety of purposes.” 


Purpose: To establish trademark 
identity e « e The Coca-Cola Co., 
Atlanta, felt that managing editors 
of the nation’s daily newspapers 
needed to be reminded that “Coke” 
was as much a trademark as “Coca- 
Cola,’ and that both should be 
spelled with initial capital letters, 
and both applied only to the prod- 
ucts of the Coca-Cola Co. 


© Campaign Each managing 
editor received a series of three 
mailings, each accompanied by a 
gift imprinted with the campaign 
“Coke is Coca-Cola.” The 
items were selected so that the re- 
cipient would have a_ reminde: 
wherever he was. For the office, he 
was sent a direct-reading clock. To 


slogan, 





phasized correct trademark furnishe 
eminder t editor when at rk t 
n me r the r 


Job 


carry with him, he was sent a Zippo 
cigaret lighter. To use at home, he 
was sent a clothes-brush-traveling 
kit. Letters went into detail on the 
trademark situation. A list of 2,500 
names was used 


® Results ...A long-term, definite 
improvement in the proper use and 
spelling of Coca-Cola’s two trade- 
marks in newspaper columns across 
the nation 


® Comment According to the 
company, “This was never consid- 
ered to be a ‘one-shot’ campaign, but 
a continuing one. In the final anal- 
ysis, the relationship between the 
Coca-Cola Co. and managing editors 
of the press is an excellent one to- 
day.” 


® Credits . The items were ob- 
tained through Roy G. Booker & Co., 
Atlanta. 


Purpose: To demonstrate read- 
ership of advertising ... The 
Northern Natural Gas Co., Omaha, 
Neb., which sponsored a household 
hint column in newspapers within its 
trading area, wanted to get some 
measure of readership. It also 
wanted to establish a warmer reade1 
identification with the personality of 
the hypothetical author of the col- 
umn 


© Campaign A series of offers of 
a household hot plate was included 
in some of the columns, without 
particular emphasis. Eight of the pa- 
pers were used in the test. 


@® Results ... More than 13,500 re- 


quests for the mat were received 
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Glen D. King, Assistant Resident Manager 
Crown Zellerbach Paper Mill, West Linn, Ore. 


PAPER 


WORK 


FIT 


FOR A KING 


Glen D. King knows the paper- 
making business from the inside 
out. Starting 25 years ago in cre- 
ative research and development, 
he is now both an “idea” man and 
a practical production specialist. 


Since 1953 Glen has been quietly 
working on the most challenging 
assignment of his varied Crown 
Zellerbach career: helping to nurse 
a revolutionary paper-making 
concept up to and through the 
final testing of paper under pro- 
duction conditions. The result? 
The first all-new paper machine 
of its kind in the country—a giant 


machine designed to combine the 
advantages of roll-coating with the 
remarkable leveling-action of 
trailing-blade coating on the ma- 
chine in one continuous operation. 


What does this mean to printers? 
Premium quality papers, with an 
extraordinarily level/smooth sur- 
face, at non-premium prices. To 
be available from the new mill at 
St. Francisville, La., early in 1959. 
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That means jobs done with Contak are better 
looking jobs. They last longer and reproduce 
better, too 

Contak on “Mylar” is the fast, economical 
way to shade tracings, achieve special effects, 
dress up layouts, and create many other visual 
effects. Contak on ‘Mylar’ will not dry out, 
shrink or embrittle with heat used in reproduc- 
tion. Will not tear or crack when rolled up. 
Contak offers a wide assortment of Ben Day 
screens, patterns, 26 permanent brilliant colors, 
all backed up with a water-clear, pressure- 
sensitive adhesive that is guaranteed not to melt 
or run, and protected by a tough backing sheet. 

For available screens, patterns and colors, use 
the coupon below today. 


*DuPont polyester film. 
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Chart-Pak, Inc. 
52 River Road, Leeds, Mass. 


Please send me complete information on Contak 
Shading Film and Color Tints. 


Address 


Name 


My art supplier is___ 
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TRANSOGRAPH \ U) 
Division of Neo ov 
CHART-PAK, inc. 

ORIGINATOR OF THE TAPE METHOD OF DRAFTING 


Leeds, Massachusetts 
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within a few weeks of the offer. 
Since the offer was run in the same 
type and editorial format as the rest 
of the column, the promotion not 
only proved readership, but also 
consistency throughout the test area. 
In addition, approximately 900 wom- 
en took the time to include a per- 
sonal message or comment to “Con- 
nie,’ the column’s author, with the 
request for the free mat. 


® Credits The campaign was 
under the direction of Bozell & Ja- 
cobs Advertising Agency; the im- 
printed household mats were pro- 
duced by Ballonoff Metal Products 
Co., Cleveland, and procured 
through Barnhart Press, Omaha. 


Purpose: To sell service con- 
tracts ... The Ditmas Refrigeration 
Co., Brooklyn, wanted to add to its 
list of regular service maintenance 
contracts. 


.. A direct mail cam- 
paign was devised around five ad- 
vertising specialty items. Each of 
the letters, in a light cartoon style, 
discussed the values of service con- 


© Campaign . 


tracts, and used the specialty to 
make its point. 

Letter #1 offered each signer of a 
service contract an indoor thermom- 
eter and humidity meter. 

Letter #2 included a telephone 
dialer-magnifying glass, imprinted 
with Ditmas’ telephone number. 

Letter #3 offered a leather key- 
case to be given to those who asked 
for an estimate on the cost of a serv- 
ice contract. 

Letter #4 offered a jumbo metal- 
backed thermometer, to be hung in a 
doorway, for those who asked Dit- 
mas to make an estimate. 

Letter #5 offered a smaller metal- 
backed thermometer to be used in a 
freezer. This gift would be given for 
the request of an estimate. 


© Results . 
contracts of almost 257, requiring 
the addition of three new employes 
to handle. 


.. An increase in service 


© Comment . All items were im- 
printed, and tied into the copy of the 
offering letter. Since this was the 
only form of promotion used, it was 
not necessary to key each letter. 


® Credits . The items were pro- 
cured through Herbert Piller & Co., 
Bronx, N. Y. 


Purpose: To emphasize presence 
of exhibitor ... The Reliance Di- 
vision of Eaton Mfg. Co., Massilon, 
Ohio, had limited space for relative- 
ly minor equipment at a large busi- 
ness show the Natl. Railway Ap- 
pliances Assn., Chicago. It wanted 


Red Bandannca . 
print, this 


With a company im- 
neckerchief an 
nounced the presence of the sponsor. 


railroad 


to let everybody know it was there. 


© Campaign... Red “railroad-type”’ 
bandannas, imprinted with the com- 
pany name and seal, were given to 
visitors to the booth. In addition, 
they were worn by booth personnel 
and by many of the convention hall’s 
maintenance men. A total of 2,000 
bandannas were purchased, at 21c 
each. 


@ Results ... While scientific meas- 
urement of the impact and long- 
term results was impossible to carry 
out, Reliance officials feel the pro- 
motion was successful. The red ban- 
dannas were visible throughout the 
exhibit area, the convention meet- 
ings and the hotel rooms. Many visi- 
tors requested a bandanna to take 
home to the kids, thus giving even 
longer-lasting goodwill. 


® Comment ... To achieve the 
same number of impressions through 
other methods would have involved 
several hundred dollars more in cost. 
This specialty can result only in in- 
creased brand-name _ consciousness 
and product recognition - all 
building long-run sales for Reliance. 


® Credits . The bandannas were 
obtained from Davis & Catteral, New 
York, imprinted by Frank Eggleston 
Corp., Canton, Ohio, through Reli- 
ance’s advertising agency, the Jay H 
Maish Co., Marion, Ohio. 


Purpose: To increase the audi- 
ence for a radio program... 
Station WOW, Omaha, Neb., wanted 
to increase the listening audience to 
the 6 to 7 am farm program, which 
would help carry them on through 
the big early morning shows. 
© Campaign . A series of weekly 
contests was held. Entrants were 
asked to estimate the amount of 
rain that would fall in a given spot 
during a given period. Winners, 100 
each week, were given a rain gage 
with a tabulator dial, imprinted 
with the station’s call letters. 
Promotion for the contest was 
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Movie 


Camera, Scopesight l 


srownie Turret 


built-in exposure meter, 


shows correct exposure setting 


‘“..lerrific appeal with our dealers !’"— 
reports Reliance Pen and Pencil Corp. 


I \D-OFF premium among four Kodak cameras 
4 offered by Reliance Pen and Pencil Corporation 
in its 


Pemplat 


Pencil promotion to dealers and 
Movie 


exposure 


salesmen is Kodak’s Brownie Turret 


new 


Camera, Scopesight rh .9. 


with built-in 


meter. In Reliance’s own words—‘‘It’s proving tops 


in ce 


appeal . really bringing in the orders! 


also impressed with the co-operation 
. with Kodak’s willingness to make 


every effort to assure the success of our 


1 mplat 


Pencil promotion,” Reliance adds 


As the record of successful sales promotions with 
Kodak premiums grows and grows, it’s not hard to 
sce the key 


outhts are ““most wanted” by cu ners and prospects 


to these successes— Kodak cameras and 
Mail coupon today and learn how Kodak premiums 
can help vour next promotion—as dealer and sales 


force incentives, as 


trathc builders and consumer 


premiums, for every sales effort. 
There’s the right camera or outfit for your pro- 


motion in Kodak's full line from $4.25 to $850! 
Prices at and sub ‘ 
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his he lped 


Corporation 
Browni 


urret Movie nera, S Exposur 


opesi 
sr o\ 
main il Browne 


“« opesi ht 


Model $ 0; the Kodak Po 


and the 


Kodak Pony IV 


ASTMAN KODAK COMPANY 


Premium Sales Office, Rochester 4, 


N 


Gentlemen: Please send me 


ale 


on promotion opportunities wit! 


Ler 


gf” 
~\Kodalk 
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The OAK LINE for 


Now Available and Beautifully Illustrated in 


One Complete, Full-Color Catalog! 
wnfiarabte 


may Barts 


For 
a 


@ High Bore” 
© gape Pe e 
. oa ver’ . 


e More Colorful than Ever! 
¢ Compact—Easy to Use! 


e Sure to Give You Many 


New Sales Promotion 
Ideas ! 


It's 


GREAT 


to be 


HIGH 
> MAN! 


Balsa Wood 


TOTEM 
POLE 


Gemenatr @ erecraic 20" ¢ 
REMC FOTEM POLE CONTEST | 80 high 


SURE-FIRE NEW METHOD 
for running an 
EFFECTIVE SALES CONTEST 


Write for free full-color booklet on 
advertising specialties 


ORGANIZATION SERVICES, 


8259 Livernois, Detroit 4, Mich 


INC. 
TEXAS 4-9020 
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oY 


and WHY 


Write for your OAK 
LINE Catalog Today, 
or send details of 
your promotion and 
let our advertising 


staff aid you. \ 


Ravenna, Ohio 


\ 
scissors CSS 
JS 


s 
— 
pliers 


Ol. be). 
BOL bee 
ROME ariel 


Thy: 
perfectly 


scaled-down 


charms 
prizes 
letter gadgets 
giveaways 
premiums 
cute gifts 
package 
enclosures 


special 

Write, wire, phone TODAY, 
for samples and prices of 
GRC metal miniatures. 


GRIES REPRODUCER CORP. 
World's Foremost Producer of Small Die Casting 
3 Second Street, New Rochelle, N. Y. 
NEw Rochelle 3-8600 


built around 200 twenty-second 
radio spots and 20 twenty-second tv 
spots, spread through a four-week 
period. The Pre-Salesman, a month- 
ly magazine sent to station adver- 
tisers, carried a feature on the con- 
test. A large window in the down- 
town office of the station displayed 
the Details of the 
test and announcements of the 
ners, however, were kept to the 
15 minutes of the hour-long show, 
the weak spot of the program. 


rain gages. con- 
win- 


last 


@ Results 
were received, 


Over 
and the 
creased its rating three 
dications are that many o! 
listeners are 


4,000 
program in- 
points. In- 
these new 
continuing to tune in. 


® Credits . The 
ufactured by the 


entries 


gages were man- 
H. L. Moore Co., 
Cochranton, Pa., and obtained 
through Barnhart Press, Omaha, 
Neb. 44 


Personalized Sales Ideas 
Feature Golden Signatures 


The promotion 
herent in the 
foil signature 
a series of case histories compiled 
in a “23 Karat Idea” booklet 
Hastings & Co., Philadelphia 

Examples of “golden signature” 
promotions show their effectiveness 
as salesmen’s aids, 


possibilities in- 
use of Goldmark gold 
strips are outlined in 


from 


self-liquidators, 
membership campaigners, booth 
give aways, etc. Products with sales- 
success stories due to the Goldmark 
strips include liquors, desk acces- 
accessories, books, 
radios, confections and novelties 
All are well-described in the Hast- 
ings booklet. 


- . for more details circle 237, page 117 


sories, women’s 


Big Game Trophies Snarl 
For Premium Success 


Lifelike snarls, awesome teeth, 
and gleaming eyes make animal 
head trophies from E. Joseph Coss- 
man Co., Hollywood, colorful addi- 
tions to the premium field. 

Scaled to one-half actual size of 
the real animal head, the Coss- 
man Trophies are molded of pliable 
skin-textured plastic, 
decorated. They 
mounted on a genuine 
plaque bearing a 
title plate, and “caged” in a corru- 
gated carton. The heads are snarl- 
ing black panthers, African leopards, 
and Royal Bengal tigers 
is $2.98 each. 

An illustrated leaflet is available. 

. for more details circle 238, page 117 


hand- 

shipped 
mahogany 
gold-embossed 


and 
are 


List price 





How Women Feel About 


Food Packagi 


Packages may win design 


awards, but don’t always gain 
consumer approval. Here’s a first- 
hand report on a _ conference 
where some women shocked the 
experts. 


By Bette Macon 
AR Associate Editor 


Today’s modern food-packaging 
was challenged at the Packaging 
Symposium in the Palmer House, 
Chicago, sponsored by the Food 
Packaging Council, when retailers, 
wholesalers and food editors invited 
food-packaging designers to “step 
down from their ivory towers” and 
see the food package as the grocers 
and housewives saw them. 
Leaders of the “What’s Wrong 
With Food Packaging” rebellion was 


a dainty but determined panel con- 
sisting of Mrs. Alma Lach, Food Ed- 
itor, Chicago Sun-Times; Mrs. Ellen 
Church, Food Editor, Chicago Trib- 
une; Mrs. Dorothy Cooley Thomp- 
son, Food Editor, Chicago American; 
and Miss Isabel Du Bois, Home 
Economics Editor, Daily 
News. 

Led by panel moderator Charlotte 
Montgomery, Good Housekeeping, 
New York, the ladies “dropped thei: 
experts’ 


Chicago 


robes and put on their 
kitchen aprons” as they enthusiasti- 
cally aired their “pet 
peeves.” Offering few orchids in 
their review of food-packaging, the 
ladies rapidly became the designers’ 
despair as they turned well-pow- 
dered noses up at some of the most 
advertised innovations in the field of 
food packaging 


packaging 


> The plastic tube for cheese, pea- 


inh 


nut butter, etc., was given a luke- 
warm nod from Mrs. Montgomery, 
providing one remembered to take 
it out of the refrigerator in time. “If 
it isn’t at room temperature,” she 
charged, “it won't come out of the 
tubes. Besides it looks like tooth- 
paste.” 

Plastic containers, with a “kero- 
sene” odor, or containers that picked 
up odors from other foods in the 
refrigerator were also dismissed by 
the panel as “psychologically bad 
Even if the food in the container 
can't pick up the odor, the housewife 
feels that it might, and that’s what 
counts.” 

The plastic containers for ice 
cream “were fine,” until the lady of 
the house had all she needed, then 
according to the panel—she went 
back to the old standby, the card- 
board pack. Why? Because, even 
though they admitted the cardboard 
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“You mean 
elas (3 
large size,” 
quality printing 
in FULL COLOR 
and still 


save money!” 


Yes, prove it to yourself! 
Just call or write. 


Um UU ab) 
Up to 40” x 60” size! 


BLACK BOX 


a 
BLACK BOX COLLOTYPE 
pit) je} maT 


AVenve 3-0262 ~ 
4840 W. BELMONT AVE., CHICAGO 41 


anata ae ad 


a DRAMATIC } 
SALES CALL } 


OS? Cems COS 


Pigt Sei Siggy si $3 


C 


for 
less 


Full Color Crocker 
Mirro-Krome 
Advertising and sales 
promotion cards cost less 
than l¢ a piece. The dramatic 
sales punch of your product 
or service in full color 
illustration on sparkling 
Mirro-Krome cards builds 
vour sales. Use M-K cards 
for direct mail, samples, 
point-of-sales 
merchandising. 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 1151 W. 6th New York, 23 E. 26th 
Detroit, 16801 Wyoming Baltimore, St. Paul & 24th 
Seattle, 322 Colman Bidg. Portiand, 1325 S. W. 13th 


C 
¢ 
‘ 
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ice cream pack fell 


apart, it was 
cheaper 


> Other new packaging innovations 
that brought vocal disapproval or at 
best lukewarm acceptance included: 


© See-through bacon packs 
“good for buying inspection, impos- 


sible to reseal in original shape.” 


© Pouring spouts 
why not 


. “good idea, but 
do something about the 
spout’s tendency to clog or fall out 
when the box of detergent is half 
used up.” 

® Aerosol containers ... “not if you 
end up with a can that’s going to 
stay full till the end of time because 
the valve won't work .. . like some 
of those hairsprays.” 


® Glassine bags 
keep fresh, 
when I have to cut off the top of the 
package and break open the bag to 
get the product out?” 


“Why glassine 


bags to cereals, etc., 


> Oldtimers in the packaging field 
came in for their share of brickbats, 
too. Frequently holding examples of 
the offending packages aloft, the 
panel aired their “pet gripes” on the 
following: 


© Big sugar and flour packs 
“they split 
handle 


they’re awkward to 
surely there must be 
something that can be done!” 


® Roll Packs .. . “the waxpaper box 
warps, doesn’t cut easily; the foil 
pack lacks play in allowing it to 
roll out 

it rolling 


does anybody else find 
around on the kitchen 
floor after trying to force it out in a 
hurry?” 


@ Twin-Packs “The idea is fine. 
Trouble is you need a machete to 
separate them. As a matter of fact, 
packaging forces me to spend most 
of my kitchen time carrying a knife 
as though I’m set to attack.” 

e Spice cans “Did anybody eve 


notice most recipes read, a _ level 
spoonful? You can’t possibly get a 
spoon in these cans, and who can 


shake out a level spoonful?” 


© Cellophane 


beans, etc. . 


bags for noodles, 
. “They’ve put enough 
in each bag for an army, so after 
opening them, you store them away. 
Pretty soon, you find beans, peanuts, 
noodles all over the cupboard shelf.” 


© Frozen food packs “The ink 
prices slither all over, and I have 
to saw them open. The fruit’s the 
worst.” 


© Coffee Cans ... “They’re difficult 
to open without spilling the coffee, 
and downright dangerous afterwards 


with those sharp edges. Why not 
make them like vegetable shorten- 
ing cans? Those open more easily; 
have safe edges.” 


© Sardine cans... “They’re stinkers 
to open. It’s enough to discourage 


the most energetic of people.” 


© Evaporated milk can “Im- 
possible! They have no ‘lip’ to catch 
on a regular opener. It takes a been 
can opener, or a lucky blow with 
a strong knife. I heard one woman 
say that ‘the evaporated milk can 
is the last remaining home for the 
fast-disappearing ice pick.’ ” 


> “Good color and design,” avowed 
the panel, “are fine. But make sure 
you tell us how to use a new product 
and make sure the directions aren't 
misleading.” While the problem of 
directions was mentioned in almost 
every type of food packaging, the 
chief offender in this area was a 
marshmallow pack described by the 
panel 

“It said just mix and whip 
with what? It looked ready to serve, 
but after I found the directions, I 
discovered this instant mix really 
took hours to prepare. If it isn’t an 
instant mix say so... in large print, 
please!” 

The pudding and pie-filling pack- 
ages also received unfavorable com- 
ment in this same area. “There are 
so many, now, and with the grow- 
ing tendency toward a family look in 
packaging, it’s awfully hard to tell 
the difference between the pudding 
that just needs milk and mixing, and 
the pudding that needs milk and 
cooking. I made a mistake on this 
the other day, and after several 
hours, I hunted up the box from the 
trashcan, and saw that—in small 
print—it said to cook. We don’t al- 
ways read all the small print.” 


> What does the lady of the house 
want in a food package? According 
to the panel, she would like to see 


a 
Let's not lose our perspective, Gathe- 
wait! 





® More jar containers like the may- 
onnaise ones 

© Strip-open tape as on a cigaret 
pack 

@ Window-boxes’ with 
pouring spouts for beans, ete. 
e Easier opening and closing 
® More protective storage 

® Legible and 
structions 


anchored 


larger type in in- 


> The few food-packages winning 
orchids from the food editors on 
convenience of handling and clear- 
cut instructions included: 


® Morton’s new shake ’n pour con- 
tainer 
@ Draino’s new screwtop can 
@ Rice Chex’s box with the anchored 
pouring spout 
© The Instant Rice and Mashed Po- 
tato boxes for their clearcut, easy- 
to-follow directions. 
>’ The food  retailers—while less 
vehement—apparently shared the 
food editors’ opinion that food pack- 
ages lack practicality, but for a 
variety of different reasons. 
Vice-president Howard Rasmus- 
sen, Jewel Tea Co., commented on 
the wisdom of package-designs that 
“increase the cost of the product for 
both the retailer and consumer” and 
pointed out that shelf space is 
limited and food packages 
lack “stackability.” He suggested 
color-coding to help grocers move 
the older packages first, and cost- 
cutting by simplifying handling op- 
erations from the warehouse to the 
grocer’s shelves 


often 


> Sure-Save President George P 
Kokalis blasted package designs so 
“busy” there is ho white spot for 
price stamping. He charged 
“some of the new packages can’t be 
stamped legibly, and others have a 
too-small price spot in the corne: 
or on the side necessitating special 
handling for price-stamping.” Quot- 
ing a price of $1.50 an 
hour for the people stamping these 
packages, Mr. Kokalis suggested 
that today’s food packages are forc- 
ing retailers to 


also 


minimum 


hand on some of 
increased handling costs to the con- 
sumer. 
Othe: 
hement 
included: 


packages 


protest 


recelving a ve- 


from this retaile: 


© Large cereal boxes . “They're 
packed half-full,” he charged. “Not 
only do they crush, but they’re tak- 
ing valuable and expensive shelf 
You may change your pack- 
age designs, but 


room 
grocers shelves 


haven't changed much.” 


® Cellophane bags “These not 


only won't stamp legibly or easily,” 


he said, “but they won't stack safe- | 


ly. The customer pulls one out, and 
you're apt to have the rest all over 
the floor.” 


> Second panel moderator, William 
C. Nigut, blamed the evident lack 
of communication between package- 
designer and those handling or using 
the package on what he termed “the 
three basic fallacies of 
philosophy.” 

1. Over-packaging or 
change’s sake 

2. The Tiffany look 

3. Packaging is advertising 

Commenting on changing a pack- 
age design for the sake of a “fresh 
new look and nothing more,’ Mr. 
Nigut pointed out that not once did 
the ladies on the first panel ask for 
a change in the appearance of the 
design.““She asked only for physical 
comfort changes,” he said. 

He cited several examples of 
products that have and are selling 
well without resorting to special 
packaging changes in the interim. 
Commenting that none of these had 
been particularly fine examples of 
packaging design in the first place, 
he named: 
® Hershey 
chocolate 
@ A-1 Sauce 
® Royal baking powder 
® Coca Cola 
@ Campbell soups 

As for the “Tiffany look,” said Mr. 
Nigut, “if anything, these four-color 
application 
frustrate the 


packaging 


change for 


candy bars, = cocoa, 


tend to 
She finds 
she can’t hope to produce a meal 
that locks like the illustration.” 
On the arguments’ concerning 
packaging used as advertising mat- 
ter, Mr. Nigut contended that “those 
products 


illustrations 
housewife. 


behind are those 
where the manufacturer is attempt- 
ing to do an advertising job as well 
as a good labeling job.” 
“Apparently, gentlemen,” he con- 
cluded, “we are in fo1 


falling 


a revolution 
in advertising—not toward higher- 
priced packages—but toward more 
convenient, lower-priced packages.” 
44 


Printing on Corrugated 
Explored in New Booklet 


Help for the man responsible fo1 
effective printing on 
boxes and display is 
the newest 


corrugated 
available in 
addition to the “Little 
Packaging Library” series from 
Hinde & Dauch, Sandusky, O. 

Entitled “How to Use Printing on 
Corrugated,” the new booklet ex- 
plores every phase of printing from 
the basic box design, selection of the 
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A FEW CENTS EXTRA DOES IT 


Thilco PRINT-DECORATED packaging 
papers “snap-up’ appearances! 


You get an attractive, well dressed salesman 
for practically nothing (1/12¢ for an average 
size package) when you take advantage of 
PRINT-DECORATING on Thilco’s protec- 
tive wrappings, bags and box cover papers. 
It's the lowest cost advertising you can buy! 


STRONGER SALES APPEAL—Thilco PRINT- 
DECORATED protective papers add pres- 
tige, signify better product quality, have 
more attractive buy-appeal, provide imme- 
diate identity and advertising value wher- 
ever your products travel. 


DIVERSIFIED APPLICATION — Thilco’s wide 
range of protective papers assure the best for 
specific needs whether they call for water- 
proof protection, prevention of moisture- 
vapor transmission, control of grease and oil 
penetration or, just general decorative pack- 
aging. Thilco papers are specially fibred for 
machine wrapping, bundling, hand wrapping, 
box covering and bag manufacture. 


Get this “Fact File’ _ By 


it tells of savings made by 
companies such as yours 


| Thttee’s Cost Contre! 
Outline your packaging \ CASE WISTORIES 
procedure and any part L. - 
lar problems involved We : 
send samples and 


n related fields 


Taito’ - 
*etgowd Fahegeag” 


1 he 


THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN 


NEW YORK «+ CHICAGO « DETROIT »« MINNEAPOLIS + CINCINNAT; 
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ISN'T THIS A 
NATURAL 
FOR YOUR NEXT 
SALES MEETING ? 


[i YOU COULD find an un 


usual, impressive, personal 
ized gift that is also a hard 
working sales aid, wouldn t vou 
consider it for all your men at 
your next sales meeting? Find 
out about Pocket-Planner: not 
just a gift but an mvestment in 
a sales aid that works. Your 
men appreciate it personally 
ind then use it every day of 
the year to help the company 
Used by Westinghouse, Man 
hattan Life, American Express 
and other leading firms. For 
full information without obli 
folder C1, Re 
gency Crafts, 443 Fourth Ave 


York 16, N.Y. or 


call ORegon 9-7444 


gation write for 


nue, New 


ELECTRO 
MOTION 
TURNTABLES 


DEPENDABLE 
MOTION FOR 
YOUR PROMOTION 


at lower 
-o 
© ONLY one 


ey 
es that carry UL at orotic on ot: 


jectre 
anically, E xed bY 
Mechan’’ design OF dget-wise 


B 
constructiors 
ty disce 


olb. 1oad 
_ 7sIb. 15 invite 


offer 
o-motion a turntables oth 
poe ctrPe ctrically: 


pwest 
\c ‘speci als’ 


Avail able n s—2 
35 : 
Ma ; var ations Mord s ‘ ' 


: *% Compare price 
% Look for Underwriters label 
% Demand ‘ependable Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 


aeichelabhetl MOTION CORP. 


PEekskill 9-1406 
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corrugated board, background, copy, 
illustrations, number of colors, and 
choice of typography. It also gives 
tips on achieving better brand iden- 
tification, on building a brand image, 
how to plan family packaging, etc. 

Additional sections offer explana- 
tions and illustrations on printing 
with flexible 
lining, and embossing. 

Copies are available. 


plates, coloring the 


for more details circle 209, page 117 


New Portable Device 
Provides Hand Embossing 


On-the-spot labels in 
possible 
in seconds with the introduction of a 
new device called “Midgie” from 
Roovers-Lotsch Corp., Brooklyn 
A portable hand-embosser, the 
Midgie Labeler 
marked permanent raised characte) 
lettering and numbers on strips one- 


embossed 


plastic or metal are now 


embosses_ clearly- 


half inch wide and any desired 
length 

The labeler is 1012” long, with a 
chrome-plated, precision-molded 
body. It is operated by dialing the 
letter or number desired and 
squeezing the handle. The plastic or 
metal strip housed in the handle is 
self-feeding and can be cut off to 
any desired length with an automat- 
ic blade which springs back into 
place after the strip is snipped off, 
allowing clear passage for the con- 
tinuous roll. In addition, a self-con- 
tained patented hole-punched device 
permits hand-punching 

The embossed strips have pres- 
sure-sensitive adhesive backing and 
will adhere firmly to almost any 
type of material including metals, 
glass, films, leather, plastics, 
or paper. Vinyl plastic labeling strips 
are available in red, blue, 
brown, or black 


wood 
green, 


for more details circle 221, page 117 


Distribution Costs High? 
Take a Look at Packaging 


Those too-high distribution costs 


a major factor in pushing costs 


past reason—can be eased with crea- 
tive packaging, say the experts 

Practical proof of this has been 
furnished by a_ throw-away, pre- 
packed shipping rack developed by 
Patti Products Corp., Mount Vernon, 
N. Y., in conjunction with Grand 
City Container Corp., North Bergen, 
N. J 

Designed to hold a line of rubber- 
tipped bobby pins, the rack is a 
combination shipping container, pre- 
packed display stand and re-orde 


device. Offering all the advantages 


Cost-Cutting Packaging . . . Economical 
Thro-Away’’ rack was developed by 
Patti Products Corp. and Grand City 
Container Corp. to ease distribution costs 


“Thro- 
rack provides visibility of 
product, ease of handling, plus dis- 
play value. Yet it costs so little that 
it can be discarded when a new 
shipment arrives. Should the re- 
tailer order a limited quantity of 
carded bobby pins, a box of 12 
cards can be added to the rack with 
one motion right from an open flap 
folding carton. 

In the case of the reorder of a 
complete rack unit, the retailer gets 
a case containing six dozen cards 
hung on two metal prongs. The case 
can be put into action by 
slitting the 
tective 


of an open metal rack, the 
Away” 


simply 
tape that holds the pro- 
corrugated cover over it 
When the cover is removed along 
with a couple of pieces of partition- 
ing board, the retailer has a display 
ready for the counter or hung on 
a pegboard, if so desired 44 


Hollander Label Catalog 
Offers One-Stop Shopping 


A one-stop shopping center for 
its wide variety of Able Labels is 
available in an illustrated catalog 
from Allen Hollander Co., New 
York. 

Entitled “Able 
lively 


Label Aids,” the 
catalog offers ideas to ex- 
pedite, reduce damage, and general- 
ly streamline the balkiest of ship- 
ping operations. 

Actual label details cover a wide 
range of products from Dottos for 
color coding to the “TLC” fragile 
labels to embossed foil for special 
promotions. Shipping tags, automa- 
tion labels, pressure-sensitive “Hard 
Sell” product labels are also in- 
cluded. 


+ for more details circle 210, page 117 





From the Control Room A commercial is tried out in the monitors are on the right and the net result can be 


piped to any 
studio in Benton & Bowle New York office The engineer t the 


viewing rooms throughout the tfi 


Closed —_ Tele Vises at | & Bowles 


Should you install 
| ] ; ente I 
circuit television? It | rental « 
a Sat Neietas related to that medium tv station facilities which were for- 
nvestment, but Benton 


eet : : For this reason, the major part of merly used for 
Bowles has found one floor in our new quarters is now conducted 


pays Here's what iney devoted to facilities for staging studio 

learned presenting and viewing closed cir- An even greater economy which 
cuit television, film—both 35mm is not so apparent on the ledge: 
and 16mm—and broadcast tv pro- 


clo sion it follows that a correspond- on the ledgers in the form of re- 


sab ing portion of its creative efforts is duced expenditures for th 


the experimentation 


in the agency §s 


sheets, but which is equally impor- 
grams also. At this point it should tant, is to be found in the time 


be emphasized that the studio fa- saved by 
cilities, which will be described in 


By Ray Lind 

Vice President 

Head of TV Commercial Production 
Benton & Bowle 


New York 


Key personnel who no 


longer need leave the agency to en- 


detail, are for experimental use on- g x to evaluate, creative ex- 


ly; final production of the commer- periments 


} selection of film, ete all 


cials developed in the experimen- over towr 
tal studio is assigned to commer- 


When Benton & Bowles Ince 
moved to new offices in one of 
Fifth Avenue’s most modern sky- > During the first 
scrapers, Management was deter- closed circuit tv 


cial film studios and tv stations ’ The auditioning of talent to be 


used in the production of commer- 
year of use the cials is a responsibility of the 


agven- 
and film viewing cy. It 
mined that its new home should be facilities at Benton & Bowles 


equipped with the latest develop- demonstrated their worth 
ments designed to provide the ulti- omies effected, 
mate in client service. Since a sub- 


can consume 


have a great deal of time and which. for- 


t 
= rly be undertaken wit! 
in econ merly, had to be indertaken \ n 


as well as in im- fingers crossed. Frequently an ap- 


proved quality of the commercials 
stantial percentage of the firm’s created 
billings is connected with televi- of the 


ylicant who looked just right in the 
for the firm’s clients. Some Hesh looked all wrong when viewed 


economies appeal directly Oo! a two-dimensional monochro- 


rl 
pi 
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Multiplex 
Presentation Panels 


for Sales meetings 
Advertising presentations 
Classrooms and libraries 


Retail display of flat goods 


Multiplex steel-framed panels have thumbtack- 
boord fillers; sizes from 18°x21" to 48x96"; 
floor, wall, and table models; office furniture 
colors. Send for complete information. 


MULTIPLEX DISPLAY FIXTURE CO. 


925-935 N. 10th St., St. Louis 1, Missouri 
Please send literature on Presentation Panels 


Displaymacter 
the Ring Binder that 


STANDS, SITS 
or LIES FLAT 


to get your prospect’s attention 
At a flip of the fingers, it becomes a 
itting sales tool. Displaymaster 

it ingie when prospect 

60 when prospect sit 

v me ’ tter 

1 takes down 

ish; no fu ng with gadgets 


SEND For Full Line Folder 


1708 West Washington 
CHICAGO 12, ILL. 
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Tv sTuoIO ' TAPE RECORDER 


ORESSING ROOw TEST BENCH 
Tv CONTROL R00m 

sum & TY Fil PROJECTION 
Sum Filw & TY VIEWING 
SMM PROJECTION & EDITING 


VIEWING ROOM . TV & I6mM Fim 


MULTIPLEXER 
LiGHT ono Tv MONITOR 
EDITING TABLE 
Film VAULT 
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ay 


Television Installation 


RP SCREEN , SIMULATING 


CONFERENCE ROOM 


The included areas fall into three groupings. The studio, con 


trol room and large viewing room make up one; a group of small viewing rooms and a 


joint projection booth make up the second 
»f rooms F and G in the plan are on page 91 


matic screen. Other applicants who 
oozed personality in an interview 
froze up when they appeared before 
a camera. Some could take the cam- 
era, and other equipment which 
clutters a studio, in stride but just 
couldn't project themselves through 
the unblinking eye which stared at 
them without reaction. Benton & 
Bowles has found that screening 
talent in its own studio saves a huge 
amount of time and, what is even 
more important, has reduced pos- 
sible errors in casting, making for a 
happier relationship with clients. 
Benton & Bowles has found that 
creativity is nurtured by the avail- 
ability of experimental facilities. On 
one occasion appraisal of a filmed 
commercial resulted in the 
clusion that visual titles were 
needed to strengthen the story. In 
order to test the validity of this 
conclusion, a number of titles were 
prepared on cards. The film was 
run through the closed circuit tv 
film chain while the titles, picked 
up by the live cameras in the stu- 
dio, were superimposed electroni- 
cally at various points in the film 
until the most effective spots for the 
insertion of the titles had been de- 
termined. The titles were then 
filmed and incorporated in the com- 


con- 


mercial at the places indicated by 
the tests. 


while a conference room is the third. Views 


> Since, in the last 
success of a 


analysis, the 
commercial depends 
on an idea rather than on talent or 
trick effects, the ability to evaluate 
ideas by pretesting can effect a sub- 
stantial saving of time and money 
When the agency has conceived an 
idea it is still necessary to sell it 
to the client. Benton & Bowles 
found that in some cases, a visual 
presentation on the tv screen sold 
an idea much faster and more ef- 
fectively than did words, story 
boards, flip charts, etc. 

In a typical case an idea was sold 
to a client, was staged in the agen- 
cy’s studio, presented to the client 
on closed circuit, and made a live 
air date, all in three days. Not only 
was a great deal of time and money 
saved, but the danger of the idea 
“leaking” to a competitor was re- 
duced to a minimum by the use of 
the agency’s own facilities. 
> The installation at 
Bowles which has produced the 
benefits discussed above, includes 
the equipment listed below: 


Benton & 


1. A ‘live’ studio, complete with two 
vidicon type tv cameras, commercial 
studio lighting, audio equipment, 
including a mike boom, 
mikes and table mikes. 


2. A film 


standing 


studio and _ projection 
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Designer: Henry Wolf is 

{rt Director of Harpers Bazaar 
His work has received 

five gold medals and 

nine Awards of Merit 

from the Art Directors Club 

of New York. He is presently 

on the faculty of Cooper Union 
teaching graphic design 

and has sert ed as ¢ hairman 

of the American Institute 

of Graphic Arts Magazine clinic 
in New York 


New York and Penn 
commissioned designer Henry Wolf! 
to create this insert, 

and to incorporate in it 

practically all the demands 

on the printability 

of paper which could be 
encountered. See for 

how faithfully 

Penn/Brite Offset has reproduced 
each of his design elements . 

how well it passed his 

“torture test.” 

Penn/Brite Offset 

is the white. bright. 

value sheet that comes to you 


moisturized and double-wrapped. 


new york and penn 


Pais 
Pulp 
j 
ana 


Pape ; 


vaiue 


sheet the 


Wanufacturers 


] 
Value 


the 





room, complete with: 
chain; 16mm tv film projector; 
35mm slide projector; 35mm _ film 
projector; 


vidicon film 


3. Control room, complete with tv 
control console and switching pan- 
els; tv line and camera monitors; 
audio tape recorder-play back 
equipment; commercial type turn- 
table; test and maintenance facili- 
ties; 


4. Viewing facilities consisting of a 
theater, equipped with 
24” monitor for viewing closed cir- 
cuit tv from either live or film stu- 
dios; tuner, permitting the use of 
the 24” monitor to view off-the-ai: 
programs; color receiver fo 


miniature 


view- 
ing off-the-air programs in either 
color or 
picture 


monochrome; 6x4’ motion 
screen for viewing films 
projected by the 35mm projector in 
either full-screen size or a reduced 
size to simulate a 24” screen; four 
viewing rooms, each equipped with 
24” monitor for viewing closed cir- 
cuit tv either live or film 
studios; tuner permitting the use of 
the monitor to view off-the-air pro- 
grams; simulated 24” 
screen for viewing 


from 


monitor 
16mm film in 


monochrome or colo1 


projected by 
conventional projectors modified for 


rear projection 


5. Conference room, equipped with 
21” commercial modified 
off-the-air pro- 
circuit material 
from either the live studio or the 
film studio. The closed circuit pro- 
gramming transmitted to this re- 
ceiver may, in the future, be ex- 
tended to other receivers through- 
out the Benton & Bowles offices as 
requirements may necessitate. 

The entire engi- 
neered to Benton and Bowles spec- 
ifications, and equipped by Visual 


Electronics Corp., New York City. 


receiver, 
either 
closed 


to receive 
grams or 


system was 


> It must be emphasized that this 
impressive array of equipment Is 
meant to be the servant of ideas, not 
a substitute for them. Going on the 
theory that genius in tv advertis- 


ing, as in other fields, is “5°, in- 


Viewing Room The twin screens per- 
mit both tv and film to be seen side by 
side. The placement of the rear projec 
tion screen for film makes comparison 


easier 


Multiple Projection Booth 


room serves four small viewing rooms 


This long 


Editing equipment is on the left 


spiration and 95‘, perspiration,” 
Benton & Bowles felt that by having 
its own facilities, it could “sweat 
out” the birth of some ideas fo: 
tv more economically, and more 
expeditiously, than if staff members 
had to use tv 
their efforts to 


station facilities in 
breathe life into 
the new-born inspiration. The la- 
bor, the experimentation with com- 
plex equipment have but one ob- 
jective to give the client the 
best possible service at the lowest 
possible cost. 44 


New Plastic Slides Cut 
Photo Preparation Time 


New plastic slides that can be 
readied in minutes for slide projec- 
tion have been developed by Spray- 
Vue Enterprises Inc., Elizabeth, 
N. J. 

Produced with a frosted surface 
on which artwork or tabulation can 
be applied directly, the “Spray- 
Vue” slide eliminates the need of 
photography and glass binding in 
the preparation process 

When the artwork is complete the 
slide is permanently fixed with a 
coat of Spray-Vue lacquer. This 
minutes and causes the 
frosted surface of the slide to dis- 
appear. The resulting finished slide 
is a positive, completely transparent 
slide with excellent color contrast 
and a projection quality equal to 
that of glass-bound photographic 
slides. It is also durable and fire- 
resistant. 

A Spray-Vue kit, with 50 slides 
and necessary art materials, costs 
$9.95 for 35mm (2x2’’) slides; $11.95 
for 2'4x214” = slides: $12.95 for 
314x4” slides. Slides, ranging from 
39mm to 10x10” units for overhead 
projectors, are sold separately, as 
are the cans of coating, Spray-Vue 
pencils, layout pads, etc. 

Complete information is available 
from Spray-Vue Enterprises Inc., 
P. O. Box 263, Elizabeth, N. J 44 
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ow to Get Your Film 
Shown on Television 


By Jim Atkins 


For many years now public 


lations men, publicity men and 
others in the advertising field have 
been writing press re leases and 
sending them to newspapers 

Now there are hundreds of radio 
and television stations over the na- 
tion . all hungry for news items 

And the PR’ers continue to send 
out press releases written for news- 
do send them 


papers, even U they 


to the television and radio stations 
They're missing a bet 

> Radio stations today feature news- 

and-music programming. Some 

have news shows every half-hour, 

24 hours-a-day. If you can't hit one 


of these shows, you don't have 
much of a news release 
highest-rated 


local shows over the nation, town- 


In television, the 


for-town, are local news shows 

Plus women’s shows, sports shows, 
variety shows and other shows call- 
ing for film 
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Television stations can use your news film, and you can 


benefit from the screenings. But you have to handle 


it the right way, as this tv station film editor explains. 


There are even shows which use 
miscellaneous films while they play 
records 

Radio stations want tape record- 
ings, interviews and news items 

Television wants film. 

They should be serviced just as 
the newspapers are serviced. 


>If your 
movie equipment, you're in good 
shape. Shoot and produce the films 
yourself 


company has complete 


If you’re not set up for 
movie-making, you can hire a pho- 
tographer or a specialized service to 
do the job. 

Don’t forget that television sta- 
tions also will use still photographs 
and slides. 


> Your first job is to figure out a 
news angle. It could be an expan- 
sion of the company, a change in 
personnel or a visiting VIP. 

The story could be a statement 
from an official in the company. 

You can get a newsworthy film 
from just about any activity. Such 
as blood donations to the Red Cross, 
or there may be several stories in 


the operation of your company 


> You'll make three basic types of 
film. 
e news film 
e feature film 
e sound film 

These methods of 
shooting pertain to all stories, in- 
cluding women’s news and sports 


three basic 


For instance, if you want to pub- 
licize a new building addition at 
your company, you would shoot a 
film of the actual construction 

If your company received a new 
contract which would be big enough 
to be news, the best way to handle 
this would be a sound film state- 
ment from the head of the company. 

If you did a story on the opera- 
tion of your company, you would 
want to do a feature film. 

The secret is to give the news 
director a free film, which improves 
his show and/or saves him time. 


> A Birmingham publicity man, 
Fred Woodress, puts television to 
good use. Here are some examples 
of how he gets his clients on the 





screens and over the air via radio. 

First, he is familiar with all the 
programs. He 
woman’s 


knows a_e certain 


show wants 
with interesting people. 

He knows which news directors 
like to shoot features. He knows 
which show uses film on_ sports 


interviews 


events. 

And as a former news reporter, 
he knows which stories will get in 
the news, and works his clients in- 
to that particular story 


> This is important. He knows all 
the news directors personally. When 
he gets an idea, he calls the news 
directors and finds out if they are 
interested. 

Sometimes they shoot the feature 
or news stories. Sometimes he has 
the films shot by 
tographers 


freelance pho- 


He also gets on the good side of 
the news directors by calling in 
news items or ideas for features 
which do not always pertain to his 


clients 


>» Here’s an example of one of his 
feature ideas 

The client is a business college 
The college offers a modeling course 
on the theory that the modern 
secretary must be attractive, have 
poise and be able to meet people 

This made an interesting feature 
on the modern secretary, showing 
how the secretary of today must be 
able to do more than type. The film 
followed the sequence of showing 
the girl enter the college, then 
showing her taking typing lessons 
Next the film went to her modeling 
class, and ended with her getting 
good job. 


a 


Fred Woodress got his client in 
the news, the news editor gota good 
feature and the viewers got some 
information, a look at an interesting 
film and some pretty secretaries 


> Another of his clients is a hotel 
The Miss Alabama contest is al- 
ways big news here in Alabama 
Mr. Woodress has the hotel toss a 
breakfast for Miss Alabama before 
she leaves for the Miss America 
pageant 

Most of the television stations and 
other news media cover the event, 
and give a plug to the hotel 


> Some more examples 


e There is a man here in Alabama 
who runs a cavern. He wanted to 
publicize the place to bring in more 
tourists. He staged an underground 
wedding in the cave. 

Television photographers came to 


the wedding and the story was used 


on television 


Alabama. 


news shows ove! 


e An aircraft company here makes 
films of planes it is modifying. These 
films are always used on 
shows over the state. 


news 


e Redstone Arsenal, at Huntsville, 
Ala., has complete filming equip- 
ment and makes the most of it 
They send out films every time a 
senator, othe 
high-ranking governmental official 
comes to visit this missile plant 


representative, 01 


In Alabama, where a government 
official visits Redstone, you can be 
sure you'll get a film on the visit 
the next day. These films are used 
over the South, as news concerning 
missiles and Redstone Arsenal is 
national in scope. 

When Redstone tests a missile, 
they make a film which is distrib- 
uted to the television stations and 
the networks 

They also make sound film inter- 
views with the heads of the arsenal 
concerning missile development 
When personnel make speeches to 
civic groups or other organizations 
they make a film for television dis- 
tribution 

Redstone sent out films on the 
Jupiter-C which were used over th« 
nation. Of course, they had a big 


news story 


> If you make jets or missiles youn 
job is easy. But you can make a film 
on anything 

The auto companies have just 
begun to take advantage of televi- 
sion. 

Naturally they send out films on 
the new models. This is news. The 
people of America are car-craz\ 
and are interested in what the new 
cars look like, even if they aren't 
going to buy one 

The Chrysler Corp. has one of th 
biggest film departments in the in- 
dustry 

They send out features by thi 
The V Wo! k oO! 
the theory that an interesting film 
will be used 


thousands of feet 


For example, around Christmas 
they send out a film showing 


a 
young boy as he makes a tour ol 
a big department store with his 
mother. He sees Santa Claus 


ana 


goes through the store trying out 


the most elaborate toys made. He 
just happens to pick up a. to) 
Chrysler in the film. There is no 
mention of Chrysler. But they get 
their message across and the tele- 
vision station gets a good film 
Chrysler shoots films on man 


different subjects, working in thei 


products. They did a film on. the 
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St. Lawrence Seaway, which opened 
up better waterway transportation. 
The film shows a barge using the 
new seaway. The barge, by the way, 
is carrying Plymouths. 


>» Another example is the outboard 
motor company which sent out a 
film of a man fighting a shark, bare- 
handed, in the water. This was an 
exciting film, with several spectac- 
ular underwater shots 

The shark-wrestler just happened 
to travel to the spot in a boat pow- 
ered by a motor made by the com- 
pany which distributed the film 


@ Or on the Fourth of July, an auto 
company sends out a film showing 
you how to drive safely 


e For a women’s show, another ca 
manufacturer shot a film of this 
year’s beach fashions. Naturally, the 
models arrived at the beach in cars 
made by the company which paid 


for the film 


>’ You can start with a news story 
and work your product into the 
story, ol work up a story concern- 
ing your client’s product. 

If your client is a grocery chain, 
when they open a new store, that’s 
a news story. Stage a celebration 
and have the mayor or some othe 
VIP cut the ribbon. (VIPs are al- 
ways good for a news story) 

Local television stations usually 
cover such openings 

If your client is a political candi- 
date, the 


sound statements from the candi- 


news shows will want 
date during the campaign 

During the past gubernatorial 
primary here in Alabama, some of 
the candidates hired professional 
television announcers and photog- 
raphers to travel with them and set 
up television appearances and news 


clips 


>’ Any item which can be used as 
a newspaper release can usually be 
used as a television or radio release 

To make the best use of televi- 
sion, you'll need good news stories 
and good features. 

Your chances are improved if you 
finished film which is 
ready to go on the ai 


deliver a 


> News shows usually are from five 
to 15 minutes long. No matter how 
important a story is, the other news 
stories must be covered. If you'll 
time a news show, you'll find that 
most items run from 10 seconds to 
Most films are from 
30 seconds to two minutes long. A 
15-minute show would use films 30 


two minutes 


seconds to a minute long. A 15- 
minute show would use films as 
long as two minutes 
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>’ Your package should include the 
film, a script and a return card on 
disposition to show to the boss. 

All television stations now use 
16mm black and white film. For the 
newsreels, a 35mm print can be 
made from the 16mm 

Your best bet is to shoot with a 
negative film and make prints to 
distribute to the stations. Or in a 
rush, spot news film can be sent 
undeveloped to the stations 


’ When shooting, the film should 
tell a story. If you shoot the visit 


of a VIP to your company, you 
would start with him walking into 
the building, then being greeted by 
the boss. Next shoot the group as 


it makes a tour of the plant, ending 
the film with the VIP leaving. 

Mix up the shots, use close-ups, 
medium shots and long shots. 

When you shoot the group, fo 
instance, first shoot a long shot of 
the entire group. Then move in fo 
a close-up or the most important 
people in the pix. 

Or shoot a medium shot of the 
two most important people in the 
group. The idea is to get a variety 
of shots , 

When you take a picture of a 
person looking at an object, go from 
the person to a close-up of the 
object 

For sound statements, you'll usu- 
ally want a head and shoulders shot 
of the person 

In any movie, except the sound 
statement, youll want to get move- 
ment. The people must be doing 
something 

They don’t have to be fighting a 
shark. They can be shaking hands, 
getting out of a car. Just about any- 
thing but standing against a wall. 
still picture style 

You will be primarily interested 
in the script, as the photographe: 
will do the shooting. You may want 
to outline your script before shoot- 
ing and show it to the photographer 
so he'll know what to shoot 


But, dear, I've just got to see 
whether they're using my film. 


> Here’s the way to write the fin- 
ished script. 

On the left side of the paper you 
explain the video, on the right is the 
audio. Here’s a sample script you 
might write on the arrival of a VIP 
to your company’s 
building, etc. 


plant, main 


> It is best to write your script in 
this manner. But it is not necessary. 
You could write a general story, 
using the same film. 

Just write a regular news story, 
following the general sequence of 
the film. 

As follows 


ON ANNCR: 


roll film 


> Here’s a simple way to time both 
your film and your script. You can 
figure that 16 typewritten charac- 
ters equal 1 second of reading time. 
The simplest way to edit your film 
is in three-foot sections. Three feet 
of film will equal five seconds. 

Most of your sequences will be 
5, 10 or 15 seconds long in a news 
clip. 

Edit your film, and log the times 
of each sequence as you edit. In 
other words, you would edit 5 sec- 
onds of the sign in front of the 
building, 10 seconds of the party 
arriving, 5 


seconds close-up ol 





president of the company and 5 
seconds of close-up of the Senator. 
Then write a script timed to fit the 
sequences. The script does not have 
to provide audio under every sec- 
ond of film. This gives the an- 
nouncer time to read the script as 
the corresponding sequence hits the 
screen. 

Set your tabulator on the space 
that gives you two seconds of talk, 
or 32 characters to the end of the 
margin. You don’t count each char- 
acter, but can count lines or half 
lines to give you the required times 

Make four copies of the script. 
The announcer, director, audio man 
and engineer usually want a copy. 

On the sectional or national story, 
you will want to shoot one film and 


send out prints to the various sta- 
tions 


>’ Don’t forget that on the local 
level, you have nothing to do but 
supply the story. The local news 
department will be glad to send out 
a cameraman to cover a news- 
worthy story or interesting feature 

If you have a good feature or a 
newsworthy story you can 


get it 
on television and radio, as well as 
in the newspapers 44 


Proper Projector Choice 
Pointed Out in Portfolio 


A packed portfolio of descriptive 
literature on a variety of powerful 
slide projectors has been released 
by Genarco Inc., Jamaica, N. Y. 

In addition to giving complete 
specifications on currently available 


models, the Genarco folder illus- 
trates—by the variety of models 
and application discussions—the ad- 
visability of choosing the right 


projector for the job in mind. 


The different features available 
in the various slide projectors de- 


scribed include the following 


e Rear or front projection with a 
remote-control, 70-slide changer 


e Automatic, continuous . slide- 


changing with an automatic fading 
iris 


e High power in a compact unit 
with a short focal length objective 
lens and manual slide-changer for 
314x4” slides 


® Outdoor projection of giant 
images with automatic 5, 7, or 10- 
second changes showing a 


image effect. 


fading 


All projectors described in the 
portfolio are operated on_high- 
powered lamps ranging from 1,000 
to 5,000 watts, and are for large 
screen use only 


for more details circle 211, page 117 


Look to the Schools... 





Educational Planners 
Have Good Ideas 


In recent years, architects and 
educational specialists have spent 
an increasing amount of time learn- 
ing about the best way to commu- 
nicate facts. In doing this, they have 
improved audio-visual devices, even 
the simple ones like chalkboards. 
For the adman planning an effec- 
tive presentation room, the treas- 
ury of equipment that has been de- 
signed for our modern schools is a 
useful resource that should not be 
ignored. 

AR staff members selected the 
following items displayed at a re- 
cent school meeting as being of spe- 
cial interest to admen. 


Variable rhe 
Chalkboard Co., Chicago, de- 

scribes its chalk- 
boards in an illustrated folder. Using 
pre-fab materials, each board is 
made up to individual specifications, 
combining coated steel sheets fo 
chalk, corkboard for thumbtacking, 
and a map and display rail to hook 
or clamp charts. Moldings and chalk 


Beckly-Cardy 


Spoil 
TN 


little! 


troughs are of anodized aluminum. 
The chalkboard is in light green, 
while the cork is furnished in four 


colors. 


for more details circle 212, page 117 
Light 


To give your pres- 
Control 


entation room 
proper light con- 
trol, so you can have daylight for 
cheerfulness, and yet the right de- 
gree of darkness for whatever pro- 
jection you use, Mackin Venetian 
Blind Co., Momence, IIl., suggests 
its visual education blinds 

A pair of special light control 
shields, mounted at either end of 
the regular slats, can be adjusted 
for the desired degree of darkness. 
Even with windows open, the spe- 
cially-designed 
or rattle. 


slats 


cannot blow 


Both slats and tapes are available 
in a variety of colors, to fit in with 
your conference room decor 


A folder gives specifications 
for more details circle 213, page 117 


Flexible A completely flexi- 
Moduwall ble system is de- 
scribed in a circu- 
y Brunswick, Chicago 
It is based on vertical aluminum 
channels which are attached 


lar issued by 


per- 
manently to the wall. These support 


You owe yourself the pleasure of using smooth 
working Crescent Hot Press illustration board...the 


effortless way of producing superior pen and inks. 
It's America’s number 1 pen and ink board! 


See your dealer for samples! 


STH 


Formerly Chicago Cardboard Company 
1240 N. Homan Avenue « Chicago 51, III 
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eh tites 


There are many clip art catalogs available, 
but ONLY ONE complete art and layout 
service. Ideas alone in each monthly issue 
are worth many times the small cost. From 
the smallest printers to the largest concerns 
such as Prudential, General Motors, etc. have 
been Clipper subscribers for many years 


to cover cost 

of packing and 
4 mailing will 
bring you — 


Free coe 


The Complete Current Issue 


single current issues normally sell for $20.00. 
The complete issue, yours to use, can make 
you hundreds of extra dollars! In addition to 
the current issue you will receive an unusual, 
attractive, introductory offer. No obligation. 
No salesman. Attach one dollar to letterhead 
and mail today to Multi-Ad Services, Inc., 
126 Walnut Street, Peoria, Illinois. 


Be 9 


The most 


A MODEL FOR 
al EVERY PURPOSE 
mons senses 


is sight Tell your story better 
Visual aids seeed with an Oravisual easel. 
ree You have 26 models to 
choose from. Write for 


free 24 page catalog. 


ORAVISUAL CO. 


Box 11150 
St. Petersburg 33, Fila. 


96 + co * February 1959 


any combination of units which can 
be chosen from chalkboards, easels, 
corkboards, pegboards, cabinets, 
shelves, magazine racks or flannel- 
boards. 

The units can be raised or 
lowered, or changed in position us- 
ing only a simple wrench. These 
alterations can be done in a few 
minutes without any great skill. 
These fixtures can be used for multi- 
ple purpose conference rooms, or in 
offices which must be easily adapted 
for different occupants. 


. for more details circle 214, page 117 


Audio Visual 
Shades 


If you prefer your 
conference room 
“browned out’ 
rather than blacked out, you might 
investigate Loomwood audio visual 
shades, manufactured by Aeroshade, 
Waukesha, Wis. “Browning out,” 
which is reducing the light to a level 
at which ordinary newspaper print 
is difficult but not impossible to 
read, is said by Aeroshade to be the 
most effective light level for visual 
results. 

The Loomwood shades are made 
of 7/8” beveled splints, woven in a 
horizontal which can be 
rolled up or down. While the light 
admitted is cut down by approxi- 
mately 50°, the shade permits ade- 
quate ventilation 


screen 


Special installations can open top 
or bottom for more precise light 
control. The wood texture is avail- 
able in 14 colors. 


. for more details circle 215, page 117 


Movie Buyers With Film 


Offered Calvin Package 

Have complete 
movie? Several package ideas de- 
signed for the film buyer who pro- 
vides his own 16mm _ photography 
are detailed in a pre-pricing folder 
from The Calvin Co., Kansas City, 
Mo. 

Offering exact-cost estimates be- 
fore contracting for production 
service, the Calvin package price 
covers all basic services required to 
produce a complete, professional 
film from your photography, in 
either color or black-and-white. 

Specifics in the service include 
hot-press titles, script and editing 
plus the services of a narrator and 
complete library orchestral back- 
ground music (including domestic 
non-theatrical clearance), 
ing or 


pictures—need 


record- 
mixing of the voice and 
music in a printing sound track; 
optical effects; preparation of the 
original film for printing, and one 
sound print. Any additional serv- 
ices requested will be contract- 
priced in advance. 


The three basic packages detailed 
in the pre-pricing folder include: 
A—Completing your rough-edited 
film 
B—Producing a film 
footage 
C—Planning and producing a com- 
plete film 


from your 


> All three plans are built around 
the idea of the service user having 
his own photographs. Prices—based 
on finished footage—for a 10-min- 
ute film range from $1100 for Pack- 
age A, to $2250 for B, and $4750 fon 
Package C. Additional film costs 
range from $275 to $500 per addi- 
tional 5 minutes. Additional print 
prices in the folder range from $54.- 
42 to $41.40 for 10-minute sound, 
full-color (reversal) films; $17.22 to 
$9.78 for 10-minute, 16mm_ sound, 
black-and-white (positive) films. 
A detailed folder is available. 


- for more details circle 216, page 117 


Easier Splicing Seen 
With Versatile Unit 


A compact unit, designed for 
splicing both 16mm and 35mm film 
as well as magnetic tape is being 
distributed by S.O.S. Cinema Sup- 
ply Corp., New York. 

The “Studio Quik Splicer” may 
be used for all types of film bases 
as well as optical or magnetic sound 
tracks. It applies a Mylar tape which 
is permanent, resistant to drying 
and shrinking and is unaffected by 
common film cleaning agents. Sound 
“pop” on magnetic sound track is 
eliminated. 

The unit is made of non-magnetic 
cast bronze and steel with hand- 
honed and ground cutting blades 
It can be operated by simply posi- 
tioning the pre-cut “Quik-Slice” 
over alining pins, and stripping off 
the protective backing. Price for the 
Studio Quik Splicer is $79.50; $5 
per dispenser pack of 250 Quik- 
Slices. 

Information is available 


- for more details circle 217, page 117 


Dammit, J.P.1 You're on our closed 
circuit television all over the entire 
plant! 





Cut-Away Model 


Coupe? 


Here is the back-stage 
story of a group of 
traveling shows, 

that bring the sales 
story right to the 
point-of-sale. 


. This carefully-built display always attracts attention. As the parts move, the 
explanation can be heard on the head-sets 


Do you recognize the model as the 1958 Impala Sport: 


How Chevrolet's Featurama Works 


By Haviland F. Reves 


The visual and physical presenta- 
tion of a product to its prospective 
customers is an important part of 
advertising—especially 
are promoting such a 
item as an automobile. 

Over the years, the annual Auto 
Show has been a dramatic and ex- 
citing way of exposing the new 
cars to audiences, yet large as they 
are individually, they attract only 
a small percentage of the total pub- 
lic. Something more is needed to 
bring this impact down to grass 
roots level 


when you 
big-ticket 


> The answer of one company 
Chevrolet—is Featurama, a year- 
long activity which reached an in- 
dividual, person-to-person audience 
of nearly 22 million people in 1957. 
Featurama units played 396 en- 
gagements in 1957, an increase of 
over 20° from the 310 in 1956. This 
total is larger than the number of 
towns played, since sometimes a 
number of shows may be presented 
in the same community or area. The 
average attendance for each en- 
gagement in 1957 was about 60,000 
a very satisfactory figure. Actual 
figures may vary from a few hun- 


dred at smaller dealership shows up 
to over 2,000,000 at the Texas State 
Fair and comparable smaller figures 
at major events. The average dura- 
tion is three to four days, but this 
is very flexible, with the fairs, for 
instance, lasting longer periods 
Space requirements for the shows 
are rather flexible. The standard re- 
gional show takes about 2,000 
square feet for proper presentation 
It will typically be shown in the 
dealer’s own building 
showroom 


perhaps in 
space, by removal of 
cars for the duration, or in service 
or other areas of his structure. In 
some instances, where space is 
limited for a small dealer, he may 
take only part of the entire unit, 
which is tailored to his available 
space. It is not common practice 
to rent a hall for the purpose. The 
shows are always presented under 
cover, never on the parking lot in 
the open. However, they often ap- 
pear under canvas, especially at 
county fairs and similar events 


> The “package” for each of the ten 
regional shows has five basic com- 
ponents: 


1. Cutaway car exhibit . . This 
attention-getting feature (using the 


1958 shows for the case study) is 
built around the Bel Air Impala 
sports coupe, and shows the cut- 
away parts of the body, frame, pow- 
er team, and wheels. The workings 
of full coil suspension are demon- 
strated by means of eccentric drums 
which move the wheels up and 
down. Audience participation is en- 
couraged by means of a dozen sets 
of earphones surrounding the ex- 
hibit. These present continuous 442 
minute binaural recordings giving 
an ususual “two-dimensional” 
sound effect—enlivened by 
by Pat Boone, 
Chevrolet on 


songs 
sponsored by 
television 


2. Air suspension exhibit . . This 
ties in neatly with the popularity 
of “do it yourself.” The visitor 
steps on a movable platform at- 
tached to a level air rear suspen- 
sion unit. The platform descends 
under the impact of his weight 
and then rises to its normal posi- 
tion—an animated demonstration of 
the automatic leveling action of this 
type of suspension 


3. Engine exhibit .. All the mov- 
ing parts of a 250hp Ramjet Fuel 
Injection V8 are shown in action 

the engine is controlled to operate 
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12th 
ADVERTISING 
ESSENTIALS 
& NATL. 
SALES AIDS 
SHOW 


Biltmore Hotel, New York 
March 30, 31 & April 1, 1959 


THE BEST ATTENDED EVENT 
IN THE FIELD 
Average annual registration 9,655 


For exhibit space availabilities write: 
Thomas A. Noble, Chairman, 


ADVERTISING TRADES INSTITUTE 
135 East 39th St., New York 16, 
LExington 2-9921 


P. S$. — Order Now .. . The 1959 Direc- 
tory of Adv. Mgrs., Sis. Prom. Dirs., Art 
Dirs., Ptg. Buyers, etc. in the New York 
area. 300 page, hard-cover, NOBLE's LIST 
now available. $35 annual subscription in- 
cludes bi-monthly supplements. All 10,600 
individval names maintained on stencils for 
addressing at $20 per M. 


BRODIE’S “FAMILIAR QUOTATIONS” 


Both vad the Bite 


day and night, 
Bal thou wad'st Mack 


wher J vad whtle. 


1757-1827 
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J ‘of T. 


If you send us a hunk of copy to be 
Offset or Multigraphed and if it does 
n't read exactly right to us, thou can 
lay odds that we'll call and ask thee 
“How Come?" 


» = 
Ll, ne SERVICE 
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$21 SOUTH WABASH AVENUE _ as 
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In the Shop 
Workers are dwarfed 
by huge Plexi jlas 
shields used in 


Featurama exhibit 


in very slow motion, and in each 
complete cycle of operation it stops 
three times to allow visitors to 
study the details of the unit. 


4. Truck power team exhibit. . 
This uses a Workmaster 230hp V8 
engine connected to a Powermatic 
automatic drive (with four driving 
ranges) and an 18,000 pound-rated 
single speed heavy-duty rear axle. 
An electric furnishes the 
power, and each component is ac- 


motor 


tually a cutaway unit showing the 
moving parts In action 


5. Selling accessories . . Spot car 
overheads are these are 
modernistic “arms,” holding revolv- 


ing signs and flood spotlights fo 


used 


the display cars, extending over the 
cars. Other decorative materials in- 
clude drapery, banners, and lighted 
identification signs. Special promo- 
tional materials furnished include 
ad mats, window trim, posters, re- 


minder post cards, and 


publicity 
shorts for television and radio use. 


> In addition to the basic shows, 
special exhibits are used extensive- 
ly. These include a roll-over con- 
vertible, Super-Sport Corvette, spe- 
cial display car with a plastic hood 
showing various operating units in 
“talking” 
seats, axle fatigue tests, and othe: 
specialties 


the engine compartment, 


For big events, the presentation 
will include some of the special 
displays in addition to the regula) 
show scheduled for Featurama. At 
the Chicago Automobile Show, for 
instance, the roll-over car was 
shown, together with an elaborate 
display arrangement of platforms 
connected by ramps. This provided 
a good example of special adaptation 
of the 
ments. 


product to display require- 
Turntables were mounted 
on the under sides of the cars used, 


and connected with a _ hydraulic 
hoist controlled by the driver. He 
was thus able to elevate the car 
on the various platforms and ro- 
tate it for effective display. The cars 
moved along the ramps_ between 
platforms, driven by specially-de- 
veloped electrical equipment placed 
in the trunk, rather than the gaso- 
line motors 


> The Featurama shows are pre- 
pared by the Central Office staff, 
with a special Exhibit Design De- 
partment assigned this responsibili- 
ty. Design and makeup represent a 
complex operation, which requires 
close liaison between the Exhibit 
Design Department, Chevrolet Engi- 
neering, and an extensive machine 
shop located at Flint, Mich. 

The timing of display prepara- 
tion presents special problems—the 
models for display must be in prep- 
aration before the new car itself is 
in production, and not only present 
a new product which has not yet 
been publicly announced, but be 
based on features which may not 
yet have been finalized. Changes in 
details of the new year’s model are 
constantly being made up to an- 
nouncement time, because of cost, 
production problems, or other fac- 
tors. Paralleling this, changes must 
be made in the displays as they are 
introduced in the new models 


> The Exhibit 


Design Department 
works under 


security conditions, 
and is virtually a miniature of the 
whole Chevrolet organization in it- 
self in its variety of functions. It 
may negotiate with the suppliers 
and subcontractors who furnish var- 
ious parts for the production 
models, to secure the necessary dis- 
play items. Some are built within 
the company, and others are made 
outside for this department. The 
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Audience Participation Wherever 


possible, devices are arranged so the 


viewers can take part in demonstration 


same purchasing and other relation- 
ships established for the company 
as a whole must be utilized for Ex- 
hibit Design. 

In fact, the relationships and pro- 
cedures may be more intricate, be- 
cause the special display parts fre- 
quently require development and 
installation of special techniques for 
animation. At the other end of new 
car output, the department is con- 
cerned with the decisions on ad- 
vertising copy for the finished prod- 
uct. Literally all the problems of 
new car production are involved 
the work of this department and its 
associated groups—as well as the 
very complex problems of Fea- 
turama production itself 


>’ The early planning stage in pre- 
paring a new display starts with a 
review by Exhibit Design of the 
new models, as planned up to that 
point, with the objective of de- 
termining the features which can 
be best presented in display—to se- 
cure interest with a relatively sim- 
ple method of presentation. This is 
an important criterion, tor some 
important features of the car may 
not be readily 
these shows. 


demonstrated in 
Typically, the riding 
benefits of a new suspension can 
only be 
drive. 


demonstrated by a. test 


Following the decision upon the 
features considered most suitable 
for effective display, sketches of 
the proposed show are made up by 
artists. These are then reviewed 
carefully to determine their power 
to attract and maintain interest and 
audience participation. This analysis 
is done first by the Exhibit Design 
Department, and secondly by the 
Sales Department 


Personnel in these areas study 


also the similar efforts of other 
manufacturers in using shows to 
present their products, providing an 
essential comparative perspective. 
Showmanship standards of  ap- 
praisal are significant. The decisions 
are made primarily within the staff, 
rather than by calling in outside 
consultants. Following this review, 
a budget for the shows for the year 
is prepared. 


> Blueprints of the new product 
are then supplied to the engineers 
in Exhibit Design by Chevrolet 
Engineering. Modifications neces- 
sary to provide the desired cut- 
away models and animation for dis- 
plays are then drafted. Utilizing 
these special prints, the automotive 
components designed for exhibit are 
made up—typically at the special 
machine shop in Chevrolet Pressed 
Metal Plant at Flint. Some may be 
made up outside as noted also 

Special problems are commonly 
encountered—often it is necessary 
to build up the parts from raw 
stock, since this work is under way 
far ahead of actual new model pro- 
duction. For instance it was neces- 
sary to build up a special Ramjet 
Fuel Injection engine for the 1958 
Featurama at the machine shop, 
before such a production engine ac- 
tually existed. 

Component parts of the exhibits 
are shipped to design headquarters 
at Detroit and there made up into 
the finished exhibits. Processing fa- 
cilities for woodworking, machining, 
welding, 


molding, painting, and 


other procedures are available here 


>’ The exhibits may be made of 
wood, steel, glass, plastic, or just 
about any other material used in in- 
dustry, as required. Many are cus- 
tom-made by the design group be- 
cause of their special design. A 
variety of skills are called for, and 
workers may draw upon principles 
of electricity, physics, 
mechanics and many other sciences 
in their work. 

One example was the specification 


chemistry, 


for a car that would come out on 
the stage, lift up and turn complete- 
ly around. This was achieved by 
special electrical controls—but it 
was necessary to have the powe1 
source entirely self-contained in the 
car. This was achieved by installing 
a sizable series of car batteries to 
furnish the power, tied in with a 
complex system of mechanical gear- 
ing. The whole demonstration was 
performed without a driver in the 
Car. 

Other intricate installations ar 
frequently required to provide the 
animation. The power source in all 


Send for this new 
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“IDEAS IN ACTION"—most 
f complete label, seal and 
ree tag idea-encyclopedia 
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Full-color book loaded with hundreds 
of ideas in action... from the large 
project to the small... for the largest 
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cases must be unobtrusive and en- 
tirely automatic. Most of the public 
takes the existence of animation for 
granted, but sometimes inquiries 
come in to find out how some ex- 
hibit functions. One that received 
attention was a cutaway engine 
with moving parts apparently un- 
connected with any source of power. 
This one had a small electric motor 
concealed inside the regular engine 
generator, 
special 


furnishing power to a 
gear train 


moved all the animated parts. 


drive which 


> Each regional show or Featurama 
unit travels to its various stands on 
a Chevrolet tractor trailer unit. 
Each has been carefully planned for 
compact arrangement before going 
on the road. An exhibit representa- 
tive travels with each unit—addi- 
tional help necessary is supplied at 
each location by the local dealer 

Training sessions are held in ad- 
vance for these representatives. 
Part of this training includes actual- 
ly tearing down and rebuilding the 
animated equipment, to give each 
man a good understanding of how 
it works. In this way, he is prepared 
to know what is wrong if trouble 
develops on the road, wire in for 
replacement parts that may be 
needed, and repair and reassemble 
the unit, on the spot—‘the show 
must go on.” 

The Featurama units usually go 
out on the road right after new cai 
announcement time, and_ spend 
about ten months en route. During 
this time a typical unit will travel 
over 20,000 miles and play in 30 to 
35 stands 


> The two months the shows are not 
on the road are spent in rebuilding 
equipment for the following year’s 
show, and instructing the regional 
exhibit representatives in its opera- 
tion. The shows typically return to 
Detroit in October and Novembe1 
on a staggered schedule, so that 
only the proper number of units 
will be in for processing at one time 

The Featurama program is an in- 
dependent promotional program—it 
is not directly tied in with any othe: 
segment of Chevrolet advertising, 
but of course ties in with the gen- 
eral themes currently being used. It 
is in effect another medium 


> A high degree and variety of skill 
are required in presenting Featur- 
ama on the road—plus the artistry 
and speed of operation of a traveling 
showman. Workers both in design 
and actual unit handling may often 
have to work around the clock to 
meet tight schedules at all levels. 
For example, when a show is to be 
installed in an office building, it is 
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necessary to install and have all 
equipment in working order be- 
tween the close of one business day 
and the start of the next. 

The exhibits in Featurama, like 
the actors in a living show, have a 


Manhattan Hayride 


the Green in Central Park 
panies including American Dairy Assn., 
Mills Inc., George A. Hormel & Co., 


The Nestle Co., Stokely-Van Camp Inc 


Foreign Fair Exhibits 
illustrated in Folder 


How dramatic exhibit design in- 
corporating a dynamic use of space, 
lighting and color can break through 
the sound barrier of foreign tongues 
is illustrated in a folder from Dis- 
players Inc., New York. 

Entitled “Exhibits Designed To 
Speak An International Language,” 
the folder contains four photographic 
illustrations of exhibits produced 
by Displayers that were used in 
foreign fairs. 

The examples include Alco Co.'s 
skidmounted portable nuclear-pow- 
ered station at the Second United 
Nations Intl. Conference on the 
Peaceful Uses of Atomic Energy: 
Leeds & Northrup’s giant model of 
the Atomic Energy Commission Ar- 
gonne reactor at the Geneva Atomic 
Energy Conference; the Union Car- 
bide exhibit of rare gases and nu- 
clear graphite samples at Geneva; 
and the United States’ antibiotic ex- 
hibit in the International Hall of 
Science at the Brussels World Fair. 


Dixie Cup Div 
Corn Products Sales Co 
and the Coleman C 


performing life ahead of them when 
they go off the road and are ready 
for retirement. When an exhibit is 
out-dated, it is donated to a uni- 
versity or vocation school—and 
continues to find new audiences. 44 


A hayride on Madison Avenue features Eddie Hess and a bevy 
f models playing the Pied Piper in promoting a gigantic ’ 


Let’s Eat Outdoors 


cookout” at the Tavern on 
campaign was sponsored by nine com 
American Can Co., General 


McCormick-Schilling 


The back page of the folder lists 
details on the company’s 


fair exhibit service. 


foreign 


for more details circle 218, page 117 


New Material is Boon 
To Do-It-Yourselfers 


A new steel material that permits 
the design and construction of steel 
structures without professional 
knowledge has been introduced by 
Equipto Co., Aurora, III. 

Punched with scientifically spaced 
holes and slots so that it may be 
cut to any length and bolted to- 
gether, the galvanized 
Angle comes in 12 and 14 gage 
weights, and 10 or 12’ lengths. Sug- 
gested applications for this material 
include storage racks, tables, guards, 
frames, carts, stands, derricks, lad- 
ders, etc. 

Bolts and nuts are furnished with 
each bundle of 10 angles, needing 
only the cutting of angles to length 
(a one-stroke cutter is available) 
and the bolting in place. 

An idea book suggesting prac- 


Equipto 





tical applications for Equipto Angle 


& 2 
avalable o your prints curl? 
. » « for more details circle 219, page 117 


Filon Panel Possibilities 
Outlined in New Folder 


A specification folder detailing the 
advantages and applications possi- 
ble for Filon panels is available from 
the Filon Plastics Corp., El Segundo, 
Cal. 

Made of reinforced Fibreglas-and- 
nylon, the plastic panels are guar- 
anteed the following five ways: 

e Superior strength 

® Uniform thickness 

@ Shatterproof 

® Weatherproof 

@ Exceeds standards published by 
the Natl. Bureau of Standards. 

Technical data outlined in the 
folder includes heat and light trans- 
mission values, plus loading strength 
for the panels. A chart giving gen- 
eral specifications on three types of 
available panels, plus line illustra- 
tions showing construction details 


are also included in the Filon folder. tell your photographer to 


+ for more details circle 220, page 117 


Adjustable Display Stands prevent curl with 


Introduced at Low Cost 


Your photographer can easily 
An economy display stand that Increase the professional finish 
can be adjusted on each end has of his prints and make them 


been introduced by Roberts Indus- more workable for you and your artists. FLAT 
tries. 


ss ; provides an entirely new method of print flat 
Designed originally for use in dis- tening. Its patented chemicals penetrate the 
playing marine boats, the stand is J Lik it inst the effects of 
made of 34” plywood, and a pair is peper on stabilize it against the en i 
strong enough to support a 16’ boat humidity. Tell your photographer about it, or 
complete with motor. The support write and let us! 
bars are padded to protect the ob- 
ject being displayed. Price per pair 
is $22.80; $20 for same stand, un- 
2 Products of Advanced Research 
Complete information is available 


aa THE UPSON CHEMICAL corporation 


Lockport, New York 


Attention 


getters: Want News? 


MACK'S s 2 

“MOPPETS Information ? 
Hundreds available 

Exclusi 2. ; 

low pred. Call on Burrelle’s for clippings from 
Write your needs daily or weekly newspapers (on 
and request samples. national, sectional or local basis 

m nes, trade papers. All read in 

DOUGLAS MACK magazines pap C 


— one reading room. Staff of 250. Our 
“I proofed it TWICE and 1550 Church St., 6 


Abe Woshington. San Francisco 14 service is PROMPT , . . THOROUGH. 
George Lincoin.”’ Phone: MI 7-5377 


OTREL esses as 


Point of Purchase Signs i 
PRESS CLIPPING BUREAU 
Firmly constructed of 26 gauge 468 Church St.. New York 7, N.Y 
My quote on your exhibit is $2200 | | Senn een Phone Bhrtay 7-597 
but 


of course that’s not including For Plastic Get details and our low prices. | 14 E. Jackson Blvd., Chicago 4, Ill. — WA 2-5371 
labor and materials. | Ss | GN Ss YARDER MFG. CO. | 1456 N. Crescent Heights Blvd., Los Angele 


aininncaames Phene OUNiaA G:C808 
7258 Phillips Ave.,Toledo12,Ohio | P dfield ——— 
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Self-Adhes 


Metallic Trim 


Self-Adhesive 


Decorative Trim 
Self-Adhesive Identification 


‘7 Ways to Become 
a “WEEP” 


Good ideas make “Veeps” 

Using Fasson self-adhesive materials is a good idea! 
They're economical, versatile — sparkle with good looks! 
Some are resplendent, 

Some utilitarian. 

Others tough and weatherproof. 


They come in paper, metal foils, 


vinyls, polyesters, clear acetates. 
One, or all, can be right for you. 


Write for free samples. 


(fez Fasson Products 


Dept. A-2 + 250 Chester Street + Painesville, Ohio 
ELmwood 2-4444 


an AVERY company 
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Self-Adhesive Convention Badges 


Self-Adhesive 
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Nameplates 





For 


A sign is a simple thing, but 
when Maremont offered its 
service stations one with a new 
design, one that wouldn’t blow 
over, the response surprised 
everybody. 


When the Maremont 
vision of MarPro, 


leading 


Muffler 


one of 


Di- 

Inc., the 
manufacturers of 
exhaust systems, introduced an in- 


nation’s 


novation, an_ alloy-coated _ steel 
muffler, in 1958, it wanted a unique 
“punch” that would’ continue 
punching for a period of years. 

The bulk of Maremont’s business 
is muffler replacement, handled 
through service stations and inde- 
pendent garages throughout the 
country. It was logical that the key 
to the resided at the 
dealer level. Working on the axiom 
that a 
sale, 


promotion 


prospect 1s prerequisite to a 


Maremont’s and 
promotion department, di- 
rected by M. Robert Wolfson, de- 
cided that a sign might do the job. 

Signs, 


advertising 
sales 


however, dime a 
had to be 
two principal 
ways. First, it must grab the atten- 
tion of passing 
subjected to 


are a 


dozen. Maremont’s 


sign 
unique—different in 


motorists, who 
the hue 
hundreds of signs a day 
must withstand 


wind, 


are 
and cry of 
Second, it 
severe torture by 


rain and other elements of 


the weather 


> The 
resting, 


result was an attention-ar- 


long-lasting, safety-de - 


UL 


u 


ee 


bt LAs a eh Li ; = 


hig) 


J = 
ae ee 


— 


signed, triple-duty sign. The dis- 
play, an impressive 61%’ tall and 4’ 
wide, is finished in four-color baked 
enamel. A durable 
vents with welded-expanded and 
riveted-sheet steel construction, the 
sign is supported by a_ rugged 
heavy-duty angle iron frame, braces 
and legs. 

Since it off 75°) of the 
wind, the sign remains standing in 
high winds and thus is perpetually 
active 


design of ai 


bleeds 


The curb sign is four times 
sturdier than an “A” sign. Road 
visibility is assured through appli- 
cation of the expanded metal and 
air vents; the 
eliminates road-hazard problems 
created by “A” signs. Hinged panels 
swing and sway in the wind, draw- 
ing extra attention to the sign and 
dealer. 

The compelling 
Muffler Inspection” 
traffic into 
sign identifies the garage or 
Maremont Muffle: 
boosting sales of the 


added-life mufflers 


see-through design 


“Free 
is designed to 
The 
station 
Installer, 
alloy-coated, 


message 
convert 


customers 


as a 


> In addition to promoting the new 
muffler, the 
other highly 


advertises 
profitable 
and 


sign two 
services 
brake service engine tune-up; 
the messages are carried on two red 
attached to the 
through panel. Both sides of 
sell with identical 
“The explanation for the success 


of this unusual 


discs lowe! 


Sseec=- 
the 
sign messages 
curb which 
sparks our advertising and promo- 
tion the 


extensive 


sign, 


program of 
muffler, is the 


alloy-coated 


research 


Builds Volume 


AWWW WUE LERE 


and development behind it,’ said 


Mr. Wolfson 

“In the beginning,” he explained, 
“we had to ascertain exactly what 
kind of sign would satisfy our two 
main attraction and 
utility. Nobody would know bette: 
than the garage and service station 
the 
mufflers 


requirements 


operators themselves, 
who install the 
asked them.” 


people 
So we 


> Would a curb sign help the deale: 
sell more mufflers? What size would 
he prefer eight feet? 
How could he afford to pay 
for a sign? What additional services 


four, six or 


much 


would he like the sign to promote? 


These were typical questions the 


National Promotion 


build consumer 


ti 
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signs & 
comments 


Bright new ideas in sign design 
developed by the Mulholland- 
Harper Company 


Internally-illuminated Plexiglas Box 
Signs for Ward Baking Co. (above) 
capitalize on company's clever 
Emily Tip TV spots. Simple design 
and bright colors attract attention 


FOR CLEANER ENGINES! 


Three-dimensiona!l service station 
sign (above) manufactured by 
Mulholland-Harper features Sun 
Oil's motor oil and Fram oil filters 
Vacuum formed of durable plastic 
sign mounts quickly on wall, win 
dow or rack; stimulates sales of 
both products 

Another Mulholland-Harper idea 
that's catching on is using Thomas 
Truck Poster Holders to take ad 
vantage of free advertising space 
on truck side panels. They hold 
posters firmly on all four sides 
even newspaper ads or paper 
posters can be used. It's no longer 
necessary to use expensive card 
board posters. Advertisements or 
posters can be changed in less than 
60 seconds simply by lifting spring 
loaded side moldings. Construction 
is heavy-gauge aluminum 

Write for information on these and 
other M-H sign ideas 


MULHOLLAND-HARPER COMPANY 


Half a Century of Sign Design and Manufacturing 


5808 TACONY STREET, PHILADELPHIA 24, PA 
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survey form asked the dealers. 

(The survey also gave Maremont 
an opportunity to gather other in- 
formation not readily available, 
such as the dealer’s principal type of 
supplier; size of muffler, pipes, 
clamps and hangers stock, sales vol- 
ume, franchise tenure, and Mare- 
mont’s advertising effectiveness. ) 

When the survey results were 
tabulated, Maremont turned to put- 
ting these facts into form. Mr. Wolf- 
son and his staff experimented with 
numerous varieties of signs, mate- 
rials, colors and formats. More than 
eight months were devoted to con- 
struction of the sign 


> Then the company called a special 
meeting of salesmen in the Midwest 
division, at the Chicago corporate 
headquarters, to discuss _ possible 
improvements. A mock-up was 
shown. Only minor changes resulted 
from the meeting, and the company 
was ready to build its first full-sized 
installer identification display 

Mr. Wolfson devised a novel and 
rugged test for the experimental 
sign. The new curb sign was pitted 
against the old “A” type sign in the 
propwash of a twin-motored Cessna 
airplane 

The “A” sign was erected on the 
right wing behind one nacelle, while 
the new curb sign was placed on the 
left wing behind the other nacelle. 
The engines were revved-up grad- 
ually. At 18 miles an hour the “A” 
sign began to topple, but the curb 
sign stood erect. At 20 miles an hour 
the wind force snapped the hinges 
of the “A” sign and it fell apart. The 
curb sign stood firm. At 40 miles an 
hour the prop-wind flipped the bro- 
ken “A” sign and at 65 miles an 
hour the “A” sign cartwheeled 
through the air. The curb sign re- 
mained firm. Finally, at 76 miles an 
hour, the curb sign began to tip. In 
90-mile-an-hour propwash, the 
curb sign tipped over. 


> Obviously, the “A” sign, a stand- 
ard display for many years, now was 
obsolete. Mr. Wolfson knew Mare- 
mont had a display as efficient and 
innovational as the _ alloy-coated 
muffler, a fitting promotion for the 
new product. The signs were or- 
dered in quantity. At Maremont’s 
annual national sales meeting in 
Chicago, the sign was formally in- 
troduced. Response was immediate 
and enthusiastic 

To back up sale of the signs, 
Maremont—aided by Waldie and 
Briggs, advertising counsel, and 
The Public Relations Board, public 
relations counsel—launched a trade 
campaign coordinated with a con- 
sumer campaign. The combined 
merchandising effort, featuring the 


SEE MAREMONT'S ACIO TEST 


aL Ras 


AREMONT 


Television Tie-in With current pri 
motion being given on the Jack Paar and 
Dave Garroway shows, a two-sided spin 


ner has been added to the sign 


curb sign, was the largest promo- 
tion in the company’s history. 

A series of six advertisements 
ran in The Saturday Evening Post 
and Life, calling attention to Mare- 
mont’s new muffler and to the in- 
staller identification sign which 
proclaims that the service station 
or garage is an approved and regis- 
tered Maremont muffler installer. 
Advertisements aimed at dealers 
appeared in such business publica- 
tions as Jobber Topics and Super 
Service Station. Service Station 
Management carried an ad on the 
front cover. 

Business journals published ar- 
ticles and photographs of the pro- 
motional innovation; Southwest 
Service Station Journal used a 
photograph of the sign on its cover. 


> Maremont services the sign to 
station and garage dealers through 
its jobber distribution organization. 

“As soon as wide distribution of 
the sign got under way,” Mr. Wolf- 
son said, “we received inquiries 
from two of the nation’s largest 
companies, admitting the sign is the 
best developed by a manufacturer 
to identify installer-dealers . . . and 
expressing interest in a similar de- 
sign for themselves.” 

But for the moment, Maremont 
is keeping the name of the sign- 
maker to itself. It went to too much 





trouble, Mr. 
a fiercely 


Wolfson explains, in 
competitive industry, to 
take even a single step toward re- 
ducing the competitive advantages 
of a new, ingenious, and highly 
popular promotional device. 44 


New Ideas... 


Sign Aids Make Future 
Look Bright For Field 


Signs—in the future—should be 
better than ever if the steady flow 
of new ideas and more effective ap- 
plications to the old continues at its 
present Among the 


pace. most In- 


teresting are 


Fibreglas A new 
Marking 


process en- 
abling the marking 
of Fibreglas has 
been introduced by Gray Pantograph 
Engraving Co., Okla 

Patented under the name of 
Chemark LL,” 
markings on Fibreglas of exception- 
al clarity and durability with special 
inks that will not fade. The 
has no limitations concerning colo: 
or design requirements and the fin- 
ished sign’s will not 
affected by 
in temperatures 

Additional information can be ob- 
tained by Gray Pantograph En- 
graving Co., P. O. Box 72-444, 
Poteau, Okla. 


Poteau, 
“Gray 
this process produces 


process 


colors chip, 


crack, or be extremes 


‘One Stroke’ 
White Paint 


Increased speed in 
sign and_ bulletin 
painting has been 
available with a “one stroke” 
white paint from Sherwin-Williams 
Co., Cleveland 

According to Gordon H. Brevoort, 
manager of the 


made 


company’s graphic 
arts division, the new product “is 
highly pigmented so it will cover 
even black backgrounds in a single 
stroke. In addition, the paint is very 
heavy-bodied, and especially for- 
mulated to resist wrinkling, running 
and sagging.” 

Complete details on this new 
product in the Kem Bulletin Line 
are available from the Graphic Arts 
Div., The Sherwin-Williams Co., 
Cleveland 1 


Reserve Power A 
Tork Switch 


time switch, 
with reserve powe1 
to assure contin- 
power fail- 


Tork 


ued operation 
ures, 


during 
has been developed by 
Time Controls Inc 

The reserve 
the company, 
erful spring, 
the time 


action, according to 
is provided by a pow- 
electrically 
switch. 
exclusive in the 


wound by 
A special release, 


Tork switch, me- 


yg Nr ee 


SOUND OF GENIUS| hdl 


Aion 


Lhe Eis 


POTENTIOMITER 


syne oo MOPS owe 


the ‘‘se/ling-est"' displays 


are powered 4 
by dependable 


SANIGHIRIOIN 


TIMING MOTORS 


SYNCHRON the 
proven name in P.O.P 
motion— built by Hansen 
recognized as quality 
leader in timing motors 
Precision engineering and 
rigid quality control as 
sure dependable, trouble 
Iree powel 


Super Hi-Torque Timing Motor 

Ideal for short term applications operating t 
display wheels, rotating signs, and easily 
any special type of motion 


guaranteed torque at | RPM 


{ splay 30 


Hi-Torque Timing Motor 


For long term operation of turntables, display 
and rotating signs. 20 inch 
at | RPM. ¢ 


mowuon display. 


heels 


yunces guaranteed torque 


x 


) 
h* “Workhorse of the 


OVER 5( 


Vudustrg 


YEARS OF SERVICE 


ESTABLISHED 1907 PRINCETON 11, IND 


HANSEN REPRESENTA 


SELECTORS 
to speed up wanes 


Graphic Selectors help b 


hoose your prod 


mode 


FREE SAMPLES: 


Vga, CALCULATOR sacaiting eterhea 


COMPANY 


633 Plymouth Court, 


Chicago 5, 
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Congratulations ! : Thanks, Boss, the field 
You’re getting up a lot men all like Meyercord 
more signs, Bill! “no water” Pressure 

| Sensitive Decal Signs. 


ada tee dy 


PRESSURE SENSITIVE 
eT Tae 149 V eT RS 


In 1958 ...hundreds of Point-of-Sale 
advertisers adopted Meyercord 
PRESSURE SENSITIVE DECAL SIGNS 
+. we predict hundreds more will 
switch to them in 1959... because 


they'll say “goodbye forever” to decal water appli- 
cation problems... the bucket and sponge become 
obsolete. 


they’re easily and quickly applied ... yet as durable 
and long-lived as any decal sign ever made! 


experience shows field men “get more of them up.” 


this new concept in Point-of-Sale decal signs is the 
product of Meyercord research . . . a decal sign of 
proved performance and appearance, manufactured 
by the world’s leader in decalcomania! 


Pressure Sensitive Decal brochure. Write today! 


the MEYERCORD co. 


Dept. E-207—5323 W. Lake Street, Chicago 44, Illinois 
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chanically exercises the reserve 
spring daily. This regular exercising 
automatically eliminates the need 
of manual winding, yet keeps the 
reserve in factory-fresh condition. 
When power fails, the reserve takes 
over automatically and keeps the 
time switch in operation for up to 
17 hours. Once power is restored 
the reserve spring is again rewound 
automatically in just two hours, 
even if the full 17 hours of reserve 
have been used up. 


- for more details circle 222, page 117 


Lowcost Poster Service 
Developed For Banks 


A 24-sheet lithographed poster 
service, for local level outdoor ad- 
vertising by banks, has been intro- 
duced by The Cramer-Krasselt Co., 
Milwaukee. 

Designed to aid banks in widen- 
ing the scope of their local advertis- 
ing, the service will feature top 
poster artists in a series of eight 
human interest designs ‘“custom- 
ized” for individual local banks. 

Through syndication and mass 
production printing, the service will 
offer 24-sheet posters in full-color 
lithography at costs ranging from 
$10.50 to $14.75 per poster depend- 
ing on the quantity of the order 

According to Cramer-Krasselt, 
the new poster program will be sold 
exclusively in a given area. A mini- 
mum 50°; showing and five designs 
or more in a 12-month period must 
be purchased to secure an exclusive 
franchise. 

Individual franchises will be of- 
fered on a first come, first served 
basis, and the program will be 
limited to commercial banks which 
are members of the Federal De- 
posit Insurance Corp. 

Full details are available from 
The Cramer-Krasselt Co., 733 N 
Van Buren St., Milwaukee 2. 44 
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1 don’t like it . . . looks like a shirt 
ad! 





7 ~ serving more St. Louisans 
‘ than any other bank... 


s™ @ LocusT 


Using Every Inch . . . These two examples show how the bleeding poster is more effec 


tive and neater. The upper poster shows 


into the margin for even greater impact 


A new system of posting 24- 
sheets gives greater area to 
outdoor posters at little extra 
cost. 


By Mildred Weiler 


Bleed billboards made a premiere 
appearance in St. Louis for Mercan- 
tile Trust Co., in April and June 
58. So far as is known, this is not 
only a first for St. Louis, but the 
first time bleed posters were used 
anywhere in the United States with 
success in recent years. 

Glenn Adair, production manage: 
for Krupnick & Associates Inc., St. 
Louis agency, who worked out the 
production details, says bleed post- 
ers have always been one of his pet 
projects. “I never liked the 
white space that runs around the 
outside of the board regardless of 
whether it is 24 or 30 sheet board. 
You don’t get the eye impact you 
do from a full color background,” 
he said 


have 


> A recent letter from Outdoor Ad- 
vertising Assn. pointed out that 


an even picture, while the lower one break 


some association members had ex- 
perimented with bleed posters sev- 
eral years ago, as well as about 20 
years ago, but had 
headaches. 

“There are a number of poster 
panels with differing inside dimen- 
sions and thus when a bleed poste 
is received, many operators are 
forced to measure the sheet and 
cut off a portion of the poster so it 
will fit each panel,” the letter said. 
“All this involved time and ex- 
pense, with the result most mem- 
bers were negative about bleed 


nothing but 


posters.” 


> With the cooperation of Silk 
Screen Products, Co. and General 
Outdoor Advertising Co., St. Louis, 
Glenn Adair took these problems 
in stride and solved the problem 

Step one was the 
of the boards in St. 
then took the smallest inside di- 
mension and made sure that ou 
blankings were deep enough that 
regardless of what size board they 
put the poster and blanking on we 
could run the color clear out to the 
edge,’ he said. There would then 
never be a question as to whethe 


measurement 


Louis. “We 
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Bleed 
Billboards 
Build 


Daragsecact 


or not it would fit, and no trimming 
problem by the operator. 
ing the 
of the board, we 
then make sure that our blanking 
was small enough to take care of 
any variation in sizes,’ Mr. Adair 
explains 


‘By find- 


smallest inside dimension 


smallest could 


> Silk Screen then 
plied the blankings in the same 
shade of yellow as the background 
yellow of the Merchantile Trust 


Products sup- 


24-sheet poste 

Mr. Adair then went out to the 
plant and explained to the poste: 
men just how they planned to post 
the new poster and blanking. The 
yellow blanking was put down first 
and the 24-sheet down on top. The 


Old-Style Board .. . The 
rounding the ¢ ter reduce 


ize 
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poste! then wa a bleed with the 
yellow bac kground colot running 
clear to the edge and without a 
trace of the binding feeling that re- 
sults when a poster has a white 
background and is put down first 
and the white blanking around it 

The impact of the bleed was so 
effective that the advertiser re- 
quested the same treatment for its 
June poster. This presented still 
anothe1 posting challenge. The June 
poster, which also had a _ yellow 
background, had a white area at 
the bottom to give a third dimen- 
sional effect to a letter held in the 
hand of a postman over the white 
area 

This obviously could not take 
the yellow bleed all the way around 
the poster, so the yellow blanking 
was put down the sides and across 
the top only. Then the poster was 
put down and the white area at the 
bottom of the poster became a 
white bleed at the bottom of the 
border with the yellow background 
of the blending with the 
blankings at sides and top to form 
yellow bleed on thess 

A third posting for Mercantile 
Trust Co., during the Christmas 
season will also be a bleed posting 


poster 


three areas 


Na HANKSCRAFT 


TES Sed 7d 


ROTARY DISPLAY MOTOR 


~ 


> 
> 
= 


\ POWER 
YOUR SALES 
MESSAGE! « 
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OPERATES IN 
\ ANY POSITION! 
FREE ENGINEERING SERVICE — Send us a cutout 
dummy and rough sketch — we'll return them | 


with the best motor for your use, together 
with a complete laboratory report. 


>’ Cost of the yellow  blankings 
which the advertiser supplies the 
posting company does up the cost 
a little, but the amount is negligible 
as compared with the results. 
Since the ad agency worked out 
the board measurement problem 
there is no cutting to fit, or any 
extra time involved for the posting 
operator, and as a result no time 
charge changes involved there. 
Since the Krupnick premiere of 
the bleed poster, there are indica- 
tions that others will follow this 
lead. 44 


Outdoor Poster Recall 
By Small Fry High 


“Eight out of ten urban young- 
sters five to nine years old remem- 
ber current national outdoor post- 
ers,’ says Daniel Starch and Staff 
in its latest report on the Continu- 
ing Study of Outdoor Advertising. 

Conducted in urban posting mar- 
kets of 2,500 population or over, the 
new Starch Study re-emphasizes 
the tremendous “accent on youth” 
in outdoor readership, evident in 
two earlier reports 

These showed 


previous reports 


UNIQUE DESIGN 
— compact; needs no 
maintenance 


VERSATILE 
— use anywhere; rotates 


at pre-set speeds (either 
1-, 6- or 60-rpm) 


SAFE 
— runs for weeks on 
ordinary flashlight batteries 


Just attach battery clip 
and this revolutionary motor 
animates your display 
smoothly, silently, and 
economically! Can be wired 
at factory for either clock- 
wise or counterclockwise 


Gp ¢ 


FT 


»- ~*~ HANKSCRAFT COMPANY 
~ Display Motor Division oe” 
Reedsburg, Wisconsin 


Se eee eo 


<” 


that eight out of ten, ten years of 
age and older, also remember na- 
tional outdoor posters and that teen- 
agers as well as young adults have 
the highest levels of outdoor aware- 
ness. 

“In recent years, there’s been in- 
creasing recognition of the fact that 
for many products if you sell the 
child, more often than not you're 
also selling the parent,” pointed out 
Howard Stone, president of Daniel 
Starch and Staff. 

“Our findings in this latest study 
of outdoor’s penetration point up 
advertisers’ opportunity to establish 
their brand images, trademarks, 
symbols, and corporate identities in 
youthful minds, for today’s children 
are the breadwinners, housewives, 
and consumers of tomorrow.” 

Copies of this third report on 
outdoor advertising are available. 

. for more details circle 228, page 117 


New Revolving Light 
Features Low Cost 


A versatile light, reported to fea- 
ture a new, low price has been 
marketed by Lifetime Mfg. Co., 
Chicago. 

Called the “Fiesta Revolving 
Lantern,” the light can be set to re- 
volve or remain stationary just by 
flicking a special brass selector- 
switch. The lantern is constructed 
of break-resistant acrylic plastic 
with a white enamel interior and 
brass-finished hanging loop. 

The unit measures 10x5’, comes 
equipped with clear, blue, and am- 
ber lenses. Other colors are avail- 
able on request at no additional 
charge. The unit’s synchronized, 
precision-geared motor has heavy- 
duty bronze bearings, rotates the 
lenses at 45rpm per hour. It can be 
plugged into any 110-120 volt AC 
outlet. 

Price, per lantern unit, with 2500 
hour 25W bulb, 10-foot cord, and 
hanging bracket, is $21.95. 

Additional information is avail- 
able from Lifetime Mfg. Co., 801 
W. Randolph St., Chicago 7. 44 


Vinyl-Clad Moulding 
Protects Outdoor Posters 


A new type of moulding for out- 
door advertising poster panels has 
been introduced by the Butler Mfg. 
Co., Kansas City, Mo. 

Made of Clad-Rex vinyl clad 
aluminized steel, the moulding con- 
sists of a tough vinyl outer cover- 
ing permanently bonded to heavy- 
gage aluminized steel. Strength and 





rigidity are provided by the heavy- 
gage steel, and fasteners can be 
attached securely without danger 
of their pulling out under high 
wind pressure. 

Poster protection features of the 
new product include a resistance to 
fading, cracking, chipping and peel- 
ing even under severe moisture 
or extreme temperatures; plus re- 
sistance to damage resulting from 
rocks, handling, vandalism, ete. 
Ordinary surface dirt or dust can 
be removed merely by wiping with 
a damp cloth to restore like-new ap- 
pearance. 

Additional protective advantages 
cover resistance to discoloration by 
common acids, calcium chloride, 
paste or boiling water. 

Complete information can be ob- 
tained from Clad-Rex Corp., sub- 
sidiary of Simoniz Co., 2101 S. In- 
diana Av., Chicago. 44 


Greyhound Shows Slogan, 
Sells Travel With Decals 


Greyhound’s famous slogan, “It’s 
such a pleasure to take the bus... 
and leave the driving to us,” is now 
appearing in decal format on the 
side of all multipassenger vehicles 
belonging to the company. 

Manufactured for Greyhound by 
the Meyercord Co., Chicago, the de- 
cals have proved to have a substan- 
tially longer sign-life than hand- 
painted signs. Additional reasons 
quoted by the company for selecting 
decals for the traveling slogan pro- 
motion include complete uniformity 
for the fleet plus a reduction in “lay- 
up” time for application 44 


1 don't get the point of these new 
safety posters, Smith, but I'm for 
putting 'em up anyway... 


Ween 
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‘CAPRICORN .. December 22 - January 20 


And if you want sales builders that never loaf on the job, the 
Sign to remember is TEXLITE. If top responsibility 
let signs by TEXLITE help you! Night and day, season afte) 


season, every sturdy TEXLITE sign is hard at work to com 


vou 


mand attention. And they’re engineered for a longer life of 
successful selling ..at practically no upkeep expense. Whether 
you need 10 signs or 10,000... porcelain enamel, plastic, or an) 
combination of the two..let TEXLITE’s 400 craftsmen show 
you what an excellent and economical job can be done in our 


modern 160,000 square foot plant. 


Another Quality Sign by Texlite 
20-page, beautiful full color sign brochure is yours 
on request, on your company letterhead. 


BUILDERS OF QUALITY SIGNS SINCE 1879 


3307 Manor Way + Dai/as, Texas 


Offices in Principal Cities 


MAL 


runs are best when printed in 
Screen Process. No sacrifice in 
color or quality, detail or design. 
The cost is low. 

Put Punch in Point-of-Purchase 


PLAQUES 


F REE illustrated brochure has 
hundreds of original ideas for 
feasonably priced solid bronze 

plaques—nameplates, swards, 
testimonials, honor rolis, me- 
morials, markers. 


For trophy meda 
cup ideas ask for 
Brochure B 


Dept. A-57—150 West 22 St., New York 11 
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FAITHFUL 
TRADEMARK 
REPRODUCTION 
IN ILLUMINATED 
PLASTIC 


SIGNS 


signs of 
success 


Kneoxville,Tennessee 


sell more with 
vue-more 


ANIMATION 
MOTORS and 
DISPLAY 
TURNTABLES 


write for PREE catalog 


| vue-more 601 W. 26th St., N. y. 1! 


| please rush my copy of the VUE-MORE 
| Catalog today! 


| 
| Name 


| 
1 Company 


Address 


Zone State 


vue-more Corp. 


World's Leading Manufacturer of Turntables 
601 West 26th Street, New York 1 
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Elegant Practicality .. . 


Gaslight Atmosphere 
Featured by New Sign 


A simulated 16th century gas 
lighted sign, with built-in 20th cen- 
tury practicality, is 
prestige 


high 
advertising-promotion job 
for the Mayfair-Lennox Restaurants 
in Clayton, Mo. 

Three of the five dining rooms, 
the King John’s Tavern, the Silver 
Helmet and the Fife & Drum repre- 
sent “olde Britannia.” They are 
furnished with authentic antiques of 
the 16th and 17th centuries col- 
lected over a period of years by Mr 


and Mrs. C. Gordon Heiss 


doing a 


> Mr. Heiss is the president and 
manager director of the Mayfair and 
Lennox Hotels in downtown St. 
When he opened the May- 
fair-Lennox Restaurants in Clayton, 
suburb of St. Louis, in March 1958, 
he wanted a lighted identification 
sign that would be in keeping with 
the old English decor of the restau- 
rants, and at the same time be prac- 
tical and safe to maintain. 

The 22’ double-faced sign, de- 
signed, engineered and installed by 
Hill & Hill Displays Inc., utilizes 
three old English renovated gas 
lamps, originally used during the 
16th century in Bath, England. 

The three open 8x6” gas flames 
withstand heavy winds and_ all 
weather. They are visible both night 
and day from the surrounding traffic 
area. The flames burn round the 
clock without the services of a reg- 
ular “Willie the Lamp Lighter.” 


Louis 


> The fixtures are constructed to 
meet the suburb’s rigid safety laws, 
and if necessary, the entire sign can 
be converted to electrical operation 
quickly and economically, utilizing 
existing fittings. 

The hotel crest is worked into the 
old English decor of the sign as an 
original hand carved pattern, alumi- 
num cast and hand painted. 


» The steel fluted pole is 14” at the 
base and tapers to 4” at the top. At 
top center is one of the three gas 
lamps. The other two are on sup- 
porting side arms running diagonal- 
ly to the street traffic and forming 
a pyramid on top of the pole. 

Gas light connections run up 
through the post interior and both 


Oldtime Elegance and modern prac 
utdoor 
sign promoting the Mayfair-Lennox Re 


taurants in Clayton, M 


ticality are blended in a prestige 


side arms to special cap custom fit- 
tings. All are properly air fitted for 
burning night and day within curved 
glass hinged chimneys that can be 
opened for maintenance 


> In case of gas failure, the air holes 
in the base of the lamps and the in- 
terior air chimneys allow escaping 
gas to dissipate into the air without 
danger of fire or 
lighting hazards. 
The 4x8’ doubled faced all-metal 
sign of the Mayfair-Lennox 
is attached to a side arm on the post 
742’ above the ground. It is made 
of heavy duty, custom steel with 
special fittings, and scroll work 
The crest was first hand carved 
in wood and then specially cast in 
duplicate, one for each face of the 
sign. Each of the names of the five 
restaurants 


explosion or re- 


crest 


were also cast in full 
relief and affixed to the sign so they 
can be removed and changed if de- 
sired 

The original hand carved wood 
pattern of the crest, painted in full 
colors and weather proofed, is used 
on the outside wall at the restaurant 
entrance. 

Two 300 watt floods are concealed 
in 16 gage brass crowns to light the 
crest on the sign. 44 





sit dN 


SHEET PROTECTORS. Here’s how to prove the strength of ““Mylar’’. Hook ‘“‘Mylar”’ 


ordinary material . . 


_ 


\ 


REINFORCED SHEETS 


BLANK TABBING 


ORDINARY FILM 


MAGAZINE JACKETS 


to a sheet protector of 
then pull. Even though it’s much thinner, sheet protector of “‘Mylar” 


INDEX-CARD HOLDERS 


SHEET PROTECTORS 


JOB TICKET HOLDERS 


INDEX TABBING 


remains intact! 


BOOK COVERS 


New stationery items of brilliantly clear, tough 
Du Pont Mylar® can help save space... cut replacement costs 


Whereverstationery itemsof DuPont 
‘**Mylar’’* polyester film are used, the 
story is the same: greater efficiency, 
economy and space savings. 


“MYLAR” IS TOUGH. “‘Mylar’”’ re- 
sists wear and tear; it’s impervious 
to most chemicals. That’s why it out- 
performs other materials in items like 
job ticket holders, where transpar- 
ency must be retained through re- 
peated exposure to moisture, grease 
..even acid fumes. 
“MYLAR” IS THIN. You get all the 
advantages of long-lasting strength 
plus space-saving thinness. For ex- 


ample, you can put up to 35° more 


sheet protectors of “‘Mylar”’ in a ring 
binder than you can using sheet pro- 
tectors of ordinary materials. 


“MYLAR” IS BRILLIANTLY CLEAR. 
Its sparkling clarity is a valuable as- 
set in making important sales pres- 
entations ...it adds extra eye appeal. 
And, this transparency lasts through 
the years, for ‘““Mylar’”’ will not dis- 
color or crack with age. 


So be sure to capitalize on the 
money-saving advantages of this 
amazing film. The next time you or- 
der, specify “‘Mylar’’ to your sta- 
tionery supplier. For sample demon- 
stration sheet write: The Du Pont 


Co., Room AR-2,Film Department, 

Wilmington 98, Delaware. 

Du Pont manufactures the base material 

‘Mylar’’— not finished sheet protectors 
M ylar”’ is Du Pont’s registered trademark 

for its brand of polyester film. 


DU PONT 


MYLAR 


POLYESTER FILM 
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Eyed Guide ail tmadex of 


Art & Photography 
96 
68 
96 
72 
72 
72 
72 


Inside Back Cover 
A 116 


Art Supplies 


Balloons 


Banners, Pennants 


Binders, Catalog Covers 


Binding Equipment & 
Materials 


Calculators, Printed 


Camera Lucida 
Clipping Services 


Control Planning Aids 


91 
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Conventions & Exhibitions 


98 


Copyfitting Aids 


Decals 


Direct Advertising 


Display Materials 


Display Motors 


Easels, Lecterns 


Envelopes 


39 
48 


Back Cover 
66 


Fluorescent Inks & 
Materials 


Gravure Services 


Indexes 


Ink, Screen Process 


Labels & Tags 


Lettering Devices 


Va 


Lettershops 


Loose Leaf Sheets 


Packaging Materials 


Papers, Printing 


Papers, Specialty 


Photo Copy Machines 


Photo Lettering & 
Typesetting 


Photo Prints, Quantity 


Photoengraving & Plate- 
making 


116 


23 
“ae 12 


Photographic Equipment 
& Materials 


Eastman Kodak 


Photographic Reporting 
Inside Back Cover 
Plaques 


Postcards, Color 


ruc 


S+ 
iT 


Projectors 


A Sto, 


Screen Process 





Adwertisers 


Self-Sticking Specialties 


Sign Materials 


Signs & Identification 
Materials 


Signs, Metal 


Signs, Plastic 


Signs, Porcelain Enamel 


Stock Art 


Ad 96 
tud 72 


72 
116 


Stock Mailers & Postcards 
| 56 

52 
55 


Stock Photos 


Turntables, Display Visual Aids 


KA 


Typefounders 


Typewriters, Composing- 
Reproducing 


Inside Front Cover 
Typography aaaae 
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2 


95 
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56 
86 


9 


/ 
101 
88 


itt 
40 
93 
96 
53 
55 
72 


72 
116 


Back Cover 
tii 
85 


Inside Back Cover 
t 66 
49 

103 

116 

116 

112 

26 

39 

69 

103 


February 1959 > ao * ILE 





Faaferad Seuteeh fa 


Services and Supplies 


LETTERING DEVICES 


For Complete Information Write Dept. R-11 


VARIGRAPH CO. + Madison 1, Wis. 


DECALS 


Pee 
MADE TO YOUR SPECIFICATIONS 


a” 
Vea) tat 8422 HOUGH AVE. 


CLEVELAND 3,OHIO 


STOCK ART 


ready-to-use 
art for offset! 
Cr 


Clearance Sale! 


GRAB BAG OF $ 


‘CLIP BOOK ART fait: 


Gold mine of ready-to-use art! Odds & 
ends of Line Art, Tone Art, Lettering 
One to customer, & new customers only 
Check with order. Guaranteed to 


satisfy! 
HARRY VOLK JR. ART STUDIO 


Pleasantville 37, New Jersey 


ADVERTISING SPECIALTIES 


WINNER OF THe ER AWAtD! 


Direct Mall Promotions Need Advertising Speciaities 


OS, 
Seo 
=) 


SEND FOR 84 = COLOR WORT: TODAY 
i ici 0 Broad 
Action Advertising 2 fsr*x°y 
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MANIKINS 


RENT A GLAMOR GAL 


MADISONIA MANIKINS, INC. 
CHICAGO DALLAS 

11 S. Desplaines 3007 Canton St 

Dearborn 2-6818 Riverside 7-193 


PROJECTORS 


AUTOMATIC ADVERTISING 
PROJECTORS FOR EVERY 

NEED AND PURPOSE 
eeeeeeeeeeoeeee 

TEL-A-STORY, INC. 
Dept. A-2 523 Main Street, Davenport, lowa 


COLOR POST CARDS 


CRU NATURAL COLOR id Ws, 


POSTCARDS 
JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8' x 11 
25¢ ec. in 1M quantity 
COLOR PRINTS—DYE TRANSFER—TYPE C 
Write for Price List.and Samples 


CORONA COLOR STUDIOS 
72 W 46th St New York 36,N_Y 


ART SUPPLIES 


ad-art 


Layouts and 
Visualizing pad 


Bienfang Paper Co., Inc. 


metuchen, new jersey 


ENGRAVINGS 


= or ) 
lim Tal LEV te 


A COMPLETE 
UU Ra tena a ais 


SO WELLS ST. CHICAGO HL Te eri 


OD vertiet <i 


HELP WANTED 


Manufacturers Representative: Leading com- 
pany manufacturing metal and plastic 
signs wishes representation in Detroit 
and surrounding area. Excellent products 
to increase your income if you now have 
allied lines. Send information to Box 
38, c/o Advertising Requirements, 200 
E. Illinois Street, Chicago 11, Illinois. 


Pick Q Bonus 
Combination... 


Here’s a pack- : 
age deal that’s 
fit to be tied | 
and wrapped } 
for economy! | 
Combine your insertions in 
any two — or three — of 


these publications, 


© Advertising Requirements : 
¢ Industrial Marketing 
e Advertising Age 
issued by 
Advertising Publications, Inc. 
By combining your total 
number of insertions you 
earn the best frequency 
discount for each, and the 
minimum ‘rate-holder 
regulations apply for 


maximum economy. 


Requirements: 
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GD Advertising 
Requirements 


* Send for these free helpful selling tools 


201 to 208... For! information 215 : = 218 


Audio Visual Shades International Exhibits 


(Page 96) (Page 102) 
201/1BM “Execut 219 


New Steel Material 


216 


Pre-Priced Movies 


202/! 


203/Va (Page 102) 
204/) Page 96) 220 le or id 
Filon Panels Folder 
205 /! tter : r lir f reinforced Fiber 
217 7 I n plast (Page 103) 
206 /Mc: : Studio Quik Splicer 
nformation on . 221 
207 /°) : f . an "3 y na Midgie Hand-Embosser 


208 // Page 96) 


(Page 86) 
Printing on Corrugated 


c 


Readers’ Service Dept. 


ae 7709 


210 1d 
Able Label Catalog 


Please have the following sent me 
201 202 203 204 #«205 
Page 86) 206 207 208 209 210 COMPANY 
211 : | 4 i | a se SR a 215 —___—_—_—__ 
Slide Projector Portfolio 16 217. #218 #219 #220 PRODUCTS SOLD 
221 222 223 «224 «225 
Page 95) 226 227 228 229 230 
231 232 233 234 «235 
212 ei oc ee = Mie Et cet 
Custom-Made Chalkboard 236 237 238 


(Page 95) 


213 


Visual Education Blinds 


Postage No 
Will be Paid Postage Stamp 


Necessary 
by 


Lf Masked m the 
Addressee & United States 
214 : 


Page 95) 


Flexible Moduwall 


BUSINESS REPLY CARD 


(Page 95) | First Class Permit No. 95, Sec. %.9 P. L. & BZ. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 
Chicago 11, Ill. 





| eRe | Advertising 
Requirements 


* Send for these free helpful selling tools 


Readers’ Se ‘a 226 
Reserve Power Switc Craw Modern Brochure 
. « Tork Time Controls offers details f 


ts new time switc! (Page 107 


x four pa 


223/Circle on Readers’ Sen s : 
Publicity Service 227/Ci: eee 
. Photocomposing Folder 


- Special Corresponder fers details 
rf 
its Atetrt} itor rarvice (Page 60) ii 
aril} vers 
(Page 45) 
224/Circle on Readers’ Service Card 
Sales Catalog Guidebook 
jetails on planning, printing and 
selling the sales catalog is cvailable from ie 
: ie the latest Starch survey is 
iret Meil Pentinge C (Page 60) ’ : . : i 


t 


ertising ne 


228 n Reade 
Outdoor Sterch Study 


(Page 110 


225 /Circle on Reader > IT 
Letterhead Sample Kit 229/ Ci 
Colored Stock Kit 


Fox River Par zn idea 
kit for tterhead (Pace 40 


Postage No 
Will be Paid Postage Stamp 


by Necessary 


If Mailed un the 
Addressee Unated States 


BUSINESS REPLY CARD 


First Class Permit No. S. Sec. KS P. L. & B., Chicago. I) 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 

Chicago 11, Ill. 


Readers’ Service Dept. 


7702 NAME 


Please herve the following sent me: 

201 202 203 204 205 

206 207 208 209 210 OMPANY 
2130-212) 213) 214s. 215 

216 217) 218 219 220 § PRODUCTS SOLD 
221 222 223 224 =« 225 
226 227 228 229 230 
231 +232 233 «4234 =«©235 
36 237 238 


TITLE 


ADDRESS 


®Note: inquiries for items listed 
% serviced beyond Macy 15, 1959 


CITY & ZONE 


lor printing 


(Page 48) 


230/Circle on Re 

Ink Color Booklet 

*kset color 
(Page 48) 


231/Circle on Readers’ Service Card 
Brilliant White Hand Weave 
. Sey 


. Byron W o. offers a sample book 


and weave line. (Page 54) 


232/Circle on Readers 
Improved Queen Bristol 


le folder availab! 


thers & CC 


233/ Circle sad 
Atlantic Bond Folder 
x folder printed on a specimen of new 

na 


» Fasten C 


(Page 54 


234/C e on Reade 
Mountie Offset Sample 


11 finisl 
(Page 54) 


235 e on Readers’ § 
Penn/Brite Offset Booklet 


rK & renns} Inia U 


‘set. (Page 54) 


236 é eaders’ Servi 
Do-It-Yourself Binding Catalog 


s Sena a san 


(Page 54) 


237 é Rea 
Gold Foil Signatures 


(Page 82) 


238 ead 
Big Game Trophies 


a 


Use these return cards 
for your copy of publications 


mentioned on this page 





ANNOUNCING 


NEW SERVICES — NEW FACILITIES 


The Commercial Photography Division, UPI, announces the establishment of a nation-wide 
Regional Operating System which will greatly expand its services and facilities. 
Regional Headquarters for each operational area will be in a 
key marketing city of the area. These new offices are in addition to a large number 
of Field Service Offices already in full operation. 


NORTH ATLANTIC FEGION MID-ATLANTIC REGION KEYSTONE REGION 


Hdqr. Boston, Mass Hdar. Philadelphia, Pa. Hdq. Pittsburgh, Pa 

16 Summer St. Boston, Mass 12S. 12th St., Philadelphia, Pa. 535 Fifth Ave., Pittsburgh 19, Pa 
Liberty 2-2400 WAlIlnut 2-1748 ATlantic 1-O848 

Paul Kendall Edward Yotka Dan Gallagher 


MID -WEST REGION SOUTH PACIFIC REGION NORTH PACIFIC REGION 


Hdaqr. Chicago, IIl. Hdar. Los Angeles, Calif Hdaqr. San Francisco, Calit 
Tribune Tower, Chicago, III 1507 North Cahuenga Blvd 113-25th Ave., San Mateo, ¢ 
WHitehall 4-4733 Hollywood 28, Calif. Flreside 5-8278 
Donald P. Bryan, Jr HOllywood 7-5067 Kk Nterprise 1-0777 

Nils T. Ljungquist Norton Pearl! 


The new system will mean even greater efficiency and convenience to voz 
Write for the new complete file of our expanded services 


Roy Mehiman Director 


UPI COMMERCIAL PHOTOGRAPHY DIVISION UNITED PRESS INTERNATIONAL 
WORLD HEADQUARTERS — 461 EIGHTH AVENUE, NEW YORK 1, NEW YORK 
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rrowth in 


“NV ng across 


Opening Envelopes \«. 


ach 
ich 


Captures the prospect's curiosity! 
Gets your 3rd-class mail opened rapid-fire! 


For sure, quick openings of Tension’s new Sim-Pull Envelope you 
simply pull the end tab. Out comes the flap. (There’s a “spot of gum” 


for security.) In goes the prospect — to get your message! When you 
y-) In go prosp get y g y 
get ‘em on the inside you get more returns! 


All new. All different. The most intriguing envelope you (or your 
prospects) ever saw! And it allows full advertising or merchandising space. 


Like all Tension Envelopes the new Sim-Pull gives you fast, snag-free 
automatic insertion. It’s available in standard sizes and it’s economical, too. 


Write Tension’s office nearest you for free samples. See how Sim-Pull 
Envelopes can lay down a barrage of orders for you! 


: . Tension Envelope Corp. 
Tension Envelope Corporation | 215 £0: 19h street 


Kansas City 8, Missouri 


: : . Please send me free samples of the 
a , : . 
Kansas City 8, Missouri lension SIM-PULL Envelope 


815 East 19th Street 


new 


There’s a Tension Factory or Sales Office near you: 


Name Title 
St. Louis 10, Missouri Minneapolis 1, Minn Kansas Cit M\ 


apos | 


So. Hackensack, N. J. (Factory Des Moines 14 Company 


New York 16, N. Y les 
Address 
MAIL COUPON FOR FULL FACTS » 


Zone State 





